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Times Square—Election Night 
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. cAs the shouting ceases... 


we get down to nork, and report 


on activities during October 1940 





U.S. Platform, 1940 .|. 


1940, 1740 or 2140—the U.S. Platform of Busi- 
ness is, has been, and always will be— Quality. 


Tory, Whig, Democrat, Republican, or party-to- 





come — it’s still the fine thing, the thing well made, 
we specify, we buy and we want. 

When we go to the Business Polls, we vote the 
straight ticket of quality. When the votes are counted, 


quality wins in a walk. 





* K * 


From a dollar pocket knife to a diamond-pointed 


drill, there is always the product that will cut, or 


shape, or dig or make what you ask it to. 


For a little less money there is always the “little 
less”” product that will cut, or shape, or dig or make 


—not what you ask it to— but all you can expect it to. 


When something for kitchen, car or office has 
quality, you keep on being glad you bought it. When 
it hasn’t, you’re sick of it in a few days. 

Quality makes you find excuses to wear one suit; 


lack of quality keeps you fighting another. 


Quality keeps better time. Quality keeps out the 


water. Ouality fits the feet. Quality is soft to the skin. 


Quality gives you better light and keeps you warmer. 


No matter how many peaks and valleys there are 
in the business graph, the honest product, the well- 


made product, will win out over the long haul. 


And no matter how many other planks there are 
in the platform, the main one will always be good 


old American quality. 


No matter the year, no matter the issue, here is the 


button for American business to wear upon its lapel: 


Win with Quality. 





There are many times in business when this 
question comes up— 

‘* How can we cuta few corners of expense?”’ 

Naturally, many businesses have extrav- 
agances which may sensibly be eliminated. 

The point is, ‘‘Quality is usually no ex- 
travagance.’’ 

Take for instance the matter of the 
supplies you use with your Mimeograph 
duplicator. 

There are various brands and grades of 
stencil sheets and inks on the market. By 
shopping around, you might seem to save 
a few pennies on a quire of stencil sheets 
or a pound of ink. 

You ask, ‘‘Why not?’’ 

We say there is no report, bulletin, form 
or letter so unimportant as to be shoddy 
or hard to read. 


Mimeograph brand stenc! sheets and 
inks are made by exclusive processes to 
produce best results under all conditions. 

The legibility of a good Mimeograph 
copy is up to the high standard set for 
schools to protect the vision of children. 

Every typist knows a Mimeographstencil 
sheet is easier to work with because there 
are no high spots or low spots—the same 
thickness, the same velvety surface from 
top to bottom. She knows too it is easier 
on her eyes. 


Copies made with Mimeograph brand 
stencil sheets speak the language of qual- 
ity and all things considered save you 
money at the end of the year. More and 
more firms are today insisting on them 
100 per cent ... A. B. Dick Company, 
Chicago. Distributors in leading cities. 

















Mimeograph du plicator fim 


MIMEOGRAPH isthe trade-mark Dick Company, Chicago, pili intheU S. Patent Office 
© 1940, A. B. DICK COMPANY 


j 


; 














REPORTORIAL: 


OCTOBER 1940 witnessed an all-time low for 
advertising effectiveness. How any legiti- 
mate advertising—either mass or Direct 
Mail—could compete with the avalanche 
of hysterical propaganda .. . is beyond the 
understanding of this reporter. The truth 
is . . . advertising didn’t and couldn’t 
compete. Advertising returns were low. A 
salute to Democracy and to Advertising 
. . . for weathering the storm. 


Our politicians, newspapers, commenta- 
tors and copywriters, showed in no modest 
manner a better than speaking acquaint- 
anceship with the propaganda tactics of 
the disciples of Hitler. Never in the his- 
tory of these United States has the mail 
and the press been filled with so many 
million words of pure unadulterated bunk. 
Goebbels’ rules of propaganda were fol- 
lowed conscientiously ... distort the facts, 
tell lies . . . repeat, repeat, repeat . . 
lies will be accepted as truth. The cam- 
paign was a discredit to advertising and 
to the privilege of “free speech.” No mat- 
ter which side of the political fence we, as 
individuals, happened to be on ... we 
should all be a little “sick-to-the-stomach” 
whenever we think of the spectacle of 
advertising waste, advertising distortion, 
advertising smearing . . . during October 
1940. 


Let’s bury it all as quickly as possible. 
Newspapers can again become news papers. 
Direct Mail can again stand on its own 
merits—and stand a reasonable chance of 
being believed. If there was any lesson 
for advertisers in the October debacle .. . 
it should be a rebirth of the idea that 
truth in advertising is and always will be 
essential. After this orgy of mud slinging 
and truth distortion, advertisers will be 
forced to wean back a skeptical public by 
believable and authenticated sales appeals. 


‘Put this in your hat for a new year’s 
resolution—“During 1941, I will strive to 
put Believability into every sales message.” 


Hubert Foster sums it all up very nicely 
in the first issue of the new Mead Sales 
House Magazine, Better Impressions: “The 
basic formula for a political campaign is 
apparently a none too opaque willingness 
to make promises that are not intended to 
be kept and an all too transparent eager- 
ness to emphasize the vices of the oppos- 
ing candidates rather than the virtues of 
ones own. An advertising campaign, on 
the other hand, must keep the promises it 
makes or doom itself to failure—must stick 
rigidly to its own selling with proved and 
probable facts.” Amen! 


And now . everyone is crying for 
Unity. We can get Unity by getting down 
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to work and thinking Unity of purpose. 
Read letter mailed by Flintkote President 
on November 6th to all employees. See 
page 6 for a model. 


Wharton Clay, Secretary of National 
Mineral Wool Association sent us an ad- 
vance paste-up dummy of his November 
House Magazine, Performance, showing 
how their association will stress National 
Unity. He suggests that this thought should 
be emphasized in all House Magazines. 
Good . . . we would like to see other sam- 
ples. Perhaps a concerted advertising 
drive for new spirit of Unity might teach 
Americans (before 1944) to stop being a 
nation of advertising mud-slingers ... a 
nation of movie hissers and booers ... a 
nation of disrespectful button-wearers .. . 
during a political campaign. All that we 
said last June in “A Letter to Three Sons” 
still stands. 


During October, the foreign propaganda 
situation remained . .. just a situation. 
The Department of Justice now has all 
evidence collected by Dies Committee. Ac- 
tion against the propagandists is “prom- 
ised.” Many readers of THE REPORTER 
have asked a similar question, “What can 
we do specifically to help your fight against 
Nazi propaganda in the mail?” Here is the 
answer: 


(1) Talk to your local newspaper editors 
and try to get them to focus publicity 
on the propagandists. 


(2) Advise your friends to keep writing or 
talking to their representatives in 
Congress urging them to pass a law at 
next session barring foreign propa- 
ganda from mail (it can be done 
constitutionally) . 


The only way to get rid of snakes—is 
to keep hitting at them. There are no 
lower snakes in the world at present than 
the Nazi propagandists. Keep hitting at 
them. 


During the coming months, 
porter will undertake another campaign. 
A campaign to uncover and drive out 


your re- 


waste, poor technique and bad logic in 
Direct Mail. Notice in this issue, we give 
you more questioning material. For 1941 
we have a survey plan. REPORTER read- 
ers (and many others) will be polled by 
mail (formula mailings, of course) on 
many of the important problems of Direct 
Mail. We will try to find the truth about 
many of the debatable tactics—and weed 
out the fallacies. Every month, we will re- 
port on one major project. So watch your 
mail for questionnaires . . and watch 
THE REPORTER for the authenticated 
findings. H. H. 
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PICTOGRAPH CORPORATION 
f Werner Guttmann of Survey Graphic en- not seemed to dim the ardour of the 
- . titled “What Is the Fifth Column?” Schmitz’s, Degeners, etc., . . . nor has it 
stopped the flow of “literature” coming 
eCLency All Reporter readers who have followed in on Japanese boats. With the election 
our campaign to free the mails of German over (and don’t think for a moment that 
propaganda should be interested in this the Nazi agents did not participate in 
K. E. Ettinger of Pictograph Corporation, easy-to-understand description of how the the American election) perhaps Congress 
142 Lexington Avenue, New York City, Nazis have organized a super-efficient sys- can be sufficiently alarmed to pass a law 
gives your reporter permission to reproduce tem to undermine straight-thinking. Nazi barring this fraudulent anti-American 
the above interesting chart. It was pre- propaganda in the mail is reaching a new propaganda from the mail. Something = 
pared originally to illustrate an article by high peak. The spotlight of publicity has must be done about it. 
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HOW CAM YOU IMPROVE THE RESULTS 


YOU ARE MOW GETTING FROM YOUR DIRECT MAIL? 





DO WOMEN READ DIRECT MAIL? 


In our report of the Direct Mail Advertising Association Convention 
we summarized some of the highlights of the talk delivered by Helen M. 
Slator, Director, Consumer Division, Francis H. Leggett & Company, New 
York City. Since then the Direct Mail Advertising Association has pub- 
lished a bulletin for its members, giving complete transcripts of most of 
the important talks. Readers of The Reporter should be interested in the 
following survey made by Helen Slator. 


I read all my mail, direct advertising and otherwise. I supposed all women did. But 
I wrote to 25 women chosen to make a representative cross section of income, interests, 
etc., and asked them to take the next ten days mail advertising and let me have their 
thought on it. I was completely deflated when the first four women said, “I never 
read advertisements in the mail.” 


The next four did read Direct Mail advertising, reacting in their own ways accord- 
ing to their interests. After that, all my correspondents were women with well regu- 
lated curiosity bumps among other things. I will give you some of their comments 


and tell you something of the individual women who made them. 


Consumer No. 1: A widowed club woman, state federation president, part time 
business woman. Owns own home, has two adolescent children. Does not read Direct 
Mail advertising because she gets too much mail of all kinds. Opens it and puts it in 
her desk for future reading—then cleans desk and throws it away, most of it unread. 

In answer to my question, “What commodities do you buy by mail?” she said she 
often bought things from advertising matter which was enclosed in her department store 
bills. 

Fortunately for you who must rely on getting the attention of the consumer without 
an attached bill, there aren’t too many women like that. 


Consumer No. 2: Middle aged. Two children in college. Upper middle income. 
No home worries. Reads all her mail from beginning to end but doesn’t digest much 
of it. Seldom, if ever, buys anything suggested in her mail. But when her attention 
is caught by a smart phrase or picture, she reads more carefully and it leads sometimes 
to a purchase. This is not often the case. 


Consumer No. 3: Well to do—husband a business man—three children—servants 


—no interests. Simply does not read anything but personal letters. 


Consumer No. 4: Will never read Direct Mail again. She lost her father some 
He left the family temporarily destitute in that everything was tied up in 
litigation. She and her mother had a desperately hard time and were worried and ill. 
She opened her mail one day and a piece of paper which looked like a check was in 


her hand-—it was for $100. It would have meant a great deal to these women had it 


time ago. 


been real. But it was not. It was a terrifying, scaremongering, advertisement for an 
insurance company. Even now when life is comfortable for this woman and _ her 
mother, she remembers this experience with bitterness and is loathe to even open an 
envelope unless she knows it contains a letter from a friend. 
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GOOD EXAMPLE 


SEVERAL MONTHS AGO your reporter illus- 
trated and described the rulings on large 
sized envelopes which permit printing over 
the entire surface. (Must be a space 4” x 
6” for the name and address, postal permit, 
return card, etc.) Best recent example is 
envelope used by Mailings Incorporated, 
25 West 45th Street, New York City... 
which we illustrate here. Note how enve- 
lope is also personalized in the area out- 
side of the address section. Incidentally, 
the material contained in that envelope was 
excellent. Seven planographed sheets. 
Kach sheet giving four or more illustrations 
of some of the tricky personalized mailings 
made by Lewis Kleid for various clients. 


PLAN OF ACTION 


I BELIEVE every American should take some 
action against this propaganda. I have a 
plan that I believe will work, providing 
there is a workable solution. The plan is 
to mail five letters to friends, whom I know 
will gladly mail five to each of their friends, 
urging them to write their Congressmen 
demanding that something be done about 
the propaganda that is flooding our coun- 
try. A chain letter of this kind will multi- 
ply many times and with our Congressmen 
being bombarded with these demands from 
all sections of the country it is bound to 
have some effect. 


C. A. Fahay 
The Millcraft Paper Company 
Cleveland, Ohio 


Reporter's note: It may be a good idea. 
Get it going. Many organizations are pass- 
ing resolutions. Hi-Timer groups could 
be very effective in asking Congress to do 
something. Opinion polls show that large 
majority of people want something done. 
Congress usually acts when confronted with 
overwhelming demand. 











FOR NATIONAL UNITY 


just before going to press with this issue 

. we received copy of form letter issued 
by President of The Flintkote Company, 
N. Y. C. to all employees. Dated November 
6th. We print it because we sincerely be- 
lieve every company president should write 
or talk to employees in a similar tone. It 
is Hi-Time all of us work together for the 
good of America. 


TO ALL EMPLOYEES OF 
THE FLINTKOTE COMPANY 


As the election returns roll in assuring 
Mr. Roosevelts re-election it is gratifying 
to note that so many of our citizens exer- 
cised their American right to express their 
views at the polls. It will be, I know, the 
desire of every Flintkote employee to fol- 
low our system of government in which 
the will of the majority prevails and the 
minority gives whole-hearted support to 
the majority in the attainment of every 
truly national objective. 


The choice has been made. We must 
close our ranks and go forward together 
to preserve and protect American liberty. 
Now perhaps more than ever before in 
history, with a desperate World War 
raging overseas and the fate of democracy 
endangered, the United States must truly 
be «united. 


While the Flintkote Company is not a 
part of the war industries in the same 
sense as the makers of armaments, it is 
nevertheless an important cog in the na- 
tion’s defense program. We are leading 
suppliers of specialized products essential 
to many war industries as well as building 
materials now needed in large quantities 
for defense housing and plant expansion. 


I have today wired the President an as- 
surance of our cooperation and an expres- 
sion of the sentiments outlined in this let- 
ter which I feel certain represent your 
point of view as well as my own. 


Yours very truly, 
I. J. Harvey, Jr., 
President. 


NEWS TRAVELS 


A LETTER FROM C. MOFFAT of L. T. Watkins 
Ltd.. 176 Cuba Street, Wellington, C.2, 
New Zealand, encloses newspaper clippings 
from New Zealand papers, showing that 
the news of Dies Committee raids on the 
Nazi misusers of United States Mail re- 
ceived attention there. 


6 





This is an unfortunate circumstance which I repeat for one purpose only. I don’t 
think there is any excuse for any kind of advertising using such methods of approach. 
They lack both good taste and good sense. Preying on trouble and fear and horror 
just isn’t cricket. 


Consumer No. 5: <A good customer. She likes to get Direct Mail advertising 
because she likes to know what’s going on. She is a young home maker with a com- 
fortable income, a husband and a small child. She buys her son’s clothes from Best’s 
because their mail order catalogue is so good and things are made so easy for her. 
She buys household things from Lewis and Conger for the same reason. Often she 
gets ideas from her mail for use in her home and more than often ideas for conversa- 
tion. She and her husband joined the Book of the Month Club because of a mailing 
piece and this winter they are going to the Theatre Guild plays because of another. 
They live in the suburbs. 


Consumer No. 6: A woman in very moderate circumstances with a family of 
four children and a husband, living in a small bungalow on Long Island, she practically 
never goes out. Direct Mail becomes an adventure to her. She seldom sees magazines 
and is not familiar with such advertising except through her local newspaper. She has 
no telephone, no charge accounts. But she was president of the Mother’s Club and 
mentioned in the local press. She likes the enclosures in the lighting bill. She seldom 
buys anything except food advertised in her mail because she cannot afford to spend 
money sight unseen and the stores in which she shops because of her limited income, 
do not have advertised products. She makes her grocery order from the mailing piece 
she gets from the corner grocer each week. 


Consumer No. 7: A woman of moderate means, with a mother, brother and small 
niece to care for—lives in a small city and has a small home. She said to her intense 
surprise her first piece of mail advertising after she got my letter was from a litho- 
graphing house, enclosing a blotter and a memo pad and some suggestions for litho- 
graphing, a product she would be less than likely ever to need in her whole life. 

Fortunately the woman was amused and it may be possible that she will be amus- 
ing enough in relating it to get a lithographing job from someone for the sender. 

Her next piece was from a laundry, neatly labeled—“‘one woman tells another”— 
as if women started conversations with, “Joan your laundry bill must run into fancy 
figures.” Her objection to that was not the idea, but the words men ad writers put 
into the mouths of innocent women. She thinks the conversation in such ads could 
very well be improved. 

But, listen to this—the ad had a return post-card about a budget service which 
was unexplained. She sent for this information. 


Consumer No. 8: A business woman of good income, living in Manhattan with a 
child to support. Receives a great deal of Direct Mail because she is so often men- 
tioned in newspapers and is more or less in the public eye. She enjoys Direct Mail but 
often does not have an opportunity to read it as soon as it comes in. She joined the 
Book of the Month Club because of it, went to the Contour Shop for figure correction 
after a mailing piece on it, changed her cosmetics because of a most attractive booklet 
on a new brand. 


Consumer No. 9: —and our last. A middle aged woman, living in an industrial 
city who keeps house for her son, loves to listen to the radio—in fact has been follow- 
ing a serial story for eight years—belongs to a bridge club—doesn’t need to worry 
about money as she has ample for her simple wants. She says the Direct Mail intrigues 
her and often startles her. 

One morning she received a letter from a furniture store—it was a lithographed 
folder with the picture of a young woman asleep in a beautiful bed and the astonishing 
information that she could, on returning the enclosed postcard, obtain a mattress on 
thirty day trial. 

She did not do so. She was horrified at the thought of a mattress making the 
rounds of various homes on a thirty day trial. 

She got 20 attractive slips in her department store bill. She read them with interest 
and was tempted in two instances to buy. 


There you have her—the typical customer—the woman for whom you write and to 
whom you sell. 


For the most part she likes Direct Mail—as I do—it’s up to you to keep her liking 
it. You can do it just by remembering a few fundamental facts about her. 
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CLEANING A LIST 


Chet Sloane, Advertising Promotion Manager of Parents’ Magazine, recently 
mailed a most intriguing list-correcting letter. He asked us to guess 
. and also asked Chet 


for a report. Here it is: 


probable returns. We guessed 72% 


How many big shots open and read third class mail? 
How can a complimentary mailing list be cleaned up at low cost? 


Must a purely functional direct mail piece be just that, or may it intro- 
duce overtones of promotional value? 


We set out to answer these three questions with one mailing. Here’s 
how we did it, and what we found out. 


The mailing was planned around the envelope. Three words, “Keep It 
Clean,” in red, were the only copy that appeared, other than the 3rd Class 


indicia (grey), the return postage guarantee—and the return address which 





is also required by the Post Office on all window envelopes. 


We used the Reply-O form, monarch size, repeating the envelope copy 
on the letterhead with a question mark, thus—“Keep It Clean?” and then 
proceeding to say, “We're trying to—our complimentary mailing list, that is. 





out of the pocket— 
on the back of this sheet—and let us know—whether you've moved—died— 
changed your name—gotten a better job—or anything else—that may have 


So—will you be a good follow—and slide the card 


happened to you—that makes our present stencil—incorrect,” and so on. 


Note that the copy called for the return of the reply card only in the 
event that there was a correction. 


We used our regular advertising promotion list of 9,300 hard-boiled 
buyers and users of white space . . . top-flight men and women in advertising, 
selling and merchandising to whom nothing can ever be really new because 
they've seen so much. A tough audience to appeal to, but that’s what every 
magazine promotion department is up against. 


One school of thought :n this office maintained that the whole thing was 
silly, that we would get relatively few replies and NO promotional value. 
Another held that the idea was fine, but that the two-color envelope was a 
waste of money because 100% of the mail sent to busy executives is: 


1. Opened by their secretaries, who destroy the envelopes. 


2. Destroyed by their secretaries, who do not even bother to open 
the envelopes. 


Despite these objections the mailing went out and we waited rather 
impatiently for returns. As a matter of fact, we couldn’t wait; so we invited 
the opinions of a few direct-mail experts, asked them to hazard a guess as 
to the outcome. The estimates ran all the way from 10%, ventured by a 
leading list broker, to 82%, the optimistic conjecture of the direct-mail circu- 
lation manager of a group of national magazines. 


The arithmetical average of all guesses was 51.1, the median 46. The 
actual return was 46.1%. 


We considered the return highly satisfactory—due to the fact that there 
was no impelling reason for correct stencils to be returned at all. That this 
was a factor is borne out by the high ratio of corrections on returned cards— 
about 34%. 
by 2 facts. 


This figure, on the other hand, can be accounted for in part 
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GETTING A JOB BY D.M.A. 

BEST RECENT EXAMPLE of Direct Mail used 
ior soliciting a position is a 16 page and 
cover, 844” x 11” booklet produced by D. 
M. Weill, Rosalind Gardens, Dobbs Ferry, 
New York. We illustrate the cover. Book- 
let is offset. Typewritten copy with only 
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a few lines of information on each page. 
Cartoon illustrations reproduced in mar- 
gins with red ink. Left hand pages tell 
of advertising problems encountered by Mr. 
Weill; right hand pages tell how he solved 
these problems. 


We asked Mr. Weill for a report on re- 
sults. Here it is: 


96 of these booklets were mailed to 
prospective employers, 62 of this number 
going to people who had already said they 
had no opening. 44 replied, and 12 of 
these granted an immediate interview. At 
the time of this report, Mr. Weill had not 
completed negotiations for any one job, 
but with the record set forth in the book- 
let, and the returns to the booklet itself, 
he shouldn’t have any difficulty in getting 
what he wants. 

° 


SHOWMANSHIP PLUS HUMOR 
D. H. AHREND COMPANY, INC., 52 Duane 
St., New York, deserve mention for a re- 
cent mailing that caught the eye and put 
a twinkle in it. The stationery was pale 
blue, and at the top was the outline 
drawing of an old gent with very pink 
cheeks and cotton-pasted mustache and 
goatee, with a lettered heading—“*We’re 
greybeards ... but” Copy pointed out 
that while the company dates from 1892, 
their processed letters and ideas are as 
modern as Nylon hosiery; .that the com- 
bination of experience and modern ideas 
is an unbeatable one. 
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OUCH! 

FROM A SPOT UNDER A PALM TREE in Lutz, 
Florida . . . Jack Carr sends us a sample 
of a multigraphed solicitation letter, mailed 
by a letter writer in a certain nortaern 
city. The letter-writer makes the follow- 
ing propostion: 


I invite you to see what I can 
do for you—wholly at my risk. 


“Just for the record, I am not a mail 
order genius. I have no history making 
records of millions of gadgets sold at a 
cost of two dollars. I have no sure-fire 
formula that has worked for twenty, years. 
I have no canned never-fail paragraphs. 


“Every letter I write is individually 
created to do one job and no other. I have 
only three hard and fast rules—sincerity, 
honesty and simplicity. I genuinely like 
people and try to give my letters a friendly 
tone. 


“These qualities can work to your profit. 
I'd like to show you how. I take all the 
chances. You only obligate yourself to 
read the letter I produce for you when you 
give me your O.K. to go ahead.” 


In other words, this professional letter 
writer offers to write a sample letter for 
nothing . . . the only obligation on the 
part of the customer being that he pay for 
the letter if he wants to send it out. We 
agree with Jack Carr that this is a dan- 
gerous way to sell creative letter service. If 
a man has learned from experience how to 
write a successful sales letter, he should 
not have to gamble on his ability, nor 
furnish free samples. A good letter writer 
has just as much right to expect full pay- 
ment for his time, study and experience, as 
would a doctor, a lawyer or a dentist. 


_» > 


Wa WokE- 


It’s too bad you've 
never been a MOTHER! 

















1. There was a line on the return card for the recipient’s correct 
TITLE—but no corresponding line on the actual stencil. 


2. The return card offered to send the magazine to the recipient's 
home address rather than to the office address to which the mail- 
ing piece was sent. 


Well now, let’s see what the mailing proved. It proved, first off, that 
AT LEAST 46.1% of the executives received this mailing. Or, if they didn’t 
see it themselves, it was read by a competent secretary or assistant who did 
NOT throw it away but recognized it as something sufficiently important 
to require an answer. 


Second, did we get any promotional value from the mailing? Let me 


quote a few figures—and a few letters. 


First off, a large advertising agency asked for several thousand copies 
of the mailing piece which they planned to distribute to their own list along 
with their own promotional bulletin. A Chicago organization serving a 
small clientele to whom they furnish “outstanding merchandising ideas and 
specimens of unusual promotions’ asked for 75 copies for their clients. 
One of our largest advertisers wrote “Your ‘Keep It Clean’ stunt is most 
Standard Rate & Data Service 
wrote, “It is one of the most unique, yet effective methods I have seen in 
many a day. . . I am keeping it in my ‘idea’ folder with the idea of doing 
a little plagiarizing some day.” A Newark agency, specializing in the 
unusual and handling a large volume of direct mail wrote, “We like your 
‘Keep It Clean’ so well, you will probably pardon us if we keep it clean in 
our files for probable future reference.” 


unique and ought to get a lot of action.” 


A number of other agencies and 
advertisers wrote or phoned for details of the mailing, production method, 
cost, etc., etc. 


Actually I feel we got much more promotional attention value from 
this mailing than we have been able to get from others that cost more and 
over which we labored for hours to tell a specific story about Parents’ 
Magazine. And that brings us down to the question of cost. 


The mailing cost just a bit under the average for our promotion pieces. 
The only way we have of judging the value of an advertising promotion 
mailing is by the fan mail that follows in its wake. On this count, “Keep It 
Clean” acquitted itself nobly, for it outpulled anything we have done in 
months. So you can figure either thit it cost us nothing to clean up our 
mailing list, or that we paid a fair price for that service and received, 
“absolutely without cost or obligation to us” a slam-bang promotion piece 
on Parents’ Magazine. Slice it any way you wish—it still paid out well 
from our point of view! 


Reporter's Note: Incidentally, and irrelevantly, that recent advertising 
solicitation mailing by Parents’ is a lulu (illustrated here). Actual safety 
pin inserted at proper place. Humorous copy inside folder is directed 
toward men who have to decide on placing advertisements which appeal 
to women, and here’s the windup: 


“Put yourself in the position of a typical young mother for just a few 
minutes, and we'll venture to predict that you make TWO important deci- 
sions. 


(1) that you'd rather shave every day; and 
(2) that Parents’ Magazine more than 560,000 mother-readers are a 


swell audience for the advertising of any family, home or household product.” 
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A CALL FOR HELP 


ON CASE HISTORIES 


The Direct Mail Advertising Association, or someone, should have a 
complete record of summarized versions of successful Direct Mail case his- 
tories. Case histories giving definite costs and results are the hardest things 
to get, because the fellows who get the best results do not like to reveal the 
figures. The Fifty Direct Mail Leaders each year give statements concern- 
ing the purposes of and methods used in the campaign. But very few give 
accurate records of the individual mailing. A certain fellow in the Direct 
Mail business is now interested in compiling a summary of case histories. 
He wishes to obtain brief summaries such as the following: 


Two series of four-page illustrated letters were mailed by the Kalin Company of 
Milwaukee. Four-page letters in one series to 1,500 prospects were mailed. Sales 
resulting were $22,000.00. In the second series of seven letters to 1,600 prospects, 
sales resulted to $43.000.00. a total of $65,000.00 in mail sales. 


Will the readers of The Reporter cooperate in this effort? Send us 
brief statements such as the above. Add to the statements the corroborating 
evidence if possible. We will print the summaries in a future issue of The 
Reporter. This compilation may prove valuable not only to producers of 
Direct Mail but such statements may furnish “justifying proof” and ideas 
to the users of Direct Mail. Your reporter can furnish one recent case 
history as follows: 


René Pepin, Marketing Director of Household Magazine, reports that he mails 
two letters a month to 1,000 advertising prospect accounts. Each letter has a new idea, 
new thought and new format. In 1939 he netted $46,000 in sales from these 1,000 
prospects. Late in September 1940, he estimated that this year will close with $75,000 
worth of sales from this one activity. 


PLAN FOR DEALERS 


The Florsheim Shoe Company is supplying its dealers with a helpful 
Direct Mail Plan that explains how and why the dealer should use Direct 
Mail, as well as describing the material the company can supply for his 
use. This plan is sent to dealers on 13 mimeographed sheets, stapled 
together. The sound advice given in these sheets really provides a short 
course in Direct Mail procedure for the retailer. The plan is prefaced with 
this pithy paragraph: 


“Direct-by-mail advertising is designed to accomplish two things. First, to keep 
the customers you already have through consistent follow-ups; and second, to reach 
out for new business by means of thoughtfully prepared advertising material directed 
to carefully selected prospect lists. The following plan is broken down on this basis, 
one section providing for a customer record system with periodical follow-up mailings, 
and a second section devoted to the possibilities of prospect mailings in your particular 
vicinity.” 

Section A is divided into the following divisions: Build a Customer 
File, Exercise Care in Filing Your Cards, A Card Should Be Made Out For 
Every Purchase, Keep Your File Clean and Up-to-date, Use of File. 


Section B describes the mailings made available by the Florsheim 
Company, and when and how to use them. 


This simple and sound explanation of Direct Mail procedure should 
be gratefully received by every Florsheim dealer, and should mean increased 
sales for the retailers and the company. 


THE REPORTER 








ADVANCE CARDS 


WE'VE MENTIONED IT BEFORE .. . the value 
of advance cards for salesmen. Here’s an 
example of an advance card which is 
guaranteed to get attention. We reproduce 


it and admit it needs very litthe comment. 







a ¥& The Answer to 
4 every maidens 
(and every corset 
bayer'’s) prayer 


fer a good Line! 


il see you about 








JANTZEN FOUNDATION REPRESENTATIVE 


Used by representatives of the Jantzen 
Company to precede their calls. Not every 
organization can get out such a striking 
attention getter, nor can they use the ser- 
vices of Doctor Petty. But advance cards, 
attractively designed, will pave the way for 
a cordial reception of the salesman. 


IMPRESSIONS 


THE REPORTER does not go out of its way 
to mention the printed promotion of print- 
ers or creators of Direct Mail. The good ex- 
amples are so rare that we must take off 
our hats when an excellent example arises. 
so congratulations to The F. A. Bassette 
Company for a recent mailing entitled “Im- 
pressions.” A plastic bound book measuring 
7” x 7144”, with 16 pages. Front cover shows 
part of the printing press where sheets are 
being fed in. It’s covered with a sheet of 
plasticile. Each page of the booklet is a 
sample of a particular type of printing im- 
pression which has made an impression on 
customers and those who received the 
printed piece. It is a beautiful job through- 
out, showing what The Bassette Company 
can do and what it has done. Last page 
is a short summary of facilities. 


We are glad to add this to our Direct 
Mail Center file. 











FOOLING THE EXPERTS 


A RECENT MAILING had a lot of the experts 
fooled ... 
of the fellows who are well accustomed 
to showmanship in Direct Mail Advertis- 


and by experts we mean some 


ing. It was a two page individualized 
letter (monarch size stationery from “Kay 
Kyser” dated October 21st. Here’s how 
started. 


“Our regular broadcast came off on time. 


I went to my dressing room and there met 
the loveliest debutante just out of college— 
a Miss Janis Bellacrest. When she. asked 
to come to her home on Long Islend next 
evening and play for her 2lst birthday 
party, how could a fellow refuse, especially 
when I learned that she and Chuck Deems, 
my manager, were sweet on each other? 


“So here we are in this gloomy old castle 
—Bellacrest Manor—seven miles from no- 
where! Janis’ father built the place and 
filled it with relics and souvenirs he'd 
brought back from his many exploring ex- 
peditions. Mr. Bellacrest was killed in 
Africa and now the Manor is run by his 
sister Margo who’s just a little ‘tetched in 
the head’. Since his death Margo has been 
trying to get in touch with her brother’s 
spirit—through seances, ouija board, cry- 
stal ball and all. The minute I met the 
‘Prince’ Saliano, a phoney-looking spiritu- 
alist who was living there with all his 
gimcracks, I got suspicious.” 


The letter rambles on in this chatty 
informal style for the two pages. Enclosed 
with the letter was an envelope simulating 
the style photographers use for returning 
finished amateur prints. Inside the enve- 
lope were eight glossy photographs. The 
whole thing turns out to be a plug for the 
new RKO picture “You'll Find Out.” Your 
reporter absolutely refuses to mention by 
name again, (at least in this issue) the 
fellow who thinks up all these tricks for 
RKO ... but he (you know who) tells us 
that the letters from exhibitors, telephone 
calls from the sales force, trade paper 
notes, compliments galore, only go to show 
again that very often the simplest and most 
unadorned piece of mail becomes the most 
effective. To which we add... good 
human interest copy helps, too. 


A LITTLE DOPE 


Nurse: “You say your baby’s name _ is 
Opium? What an odd name. You know opium 
is a product of the wild poppy don’t you?” 

Mandy: “‘Yassum, an’ if dey evah wuz a 
chile had a wild poppy, she’s got one’’. 

From the October Issue of Modern Phar- 
macy, the excellent house magazine of Parke, 
Davis & Company, Detroit, Michigan. 
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TWO INTERESTING SESSIONS 
OF THE 100 MILLION CLUB 


The 100,000,000 Club of New York held an interesting meeting on 
September 27th. Last issue of The Reporter was so filled with Convention 
details . . . we could not list the questions and answers which were handled 
by an “Information Please” board of mail order experts selected for the 
occasion. The experts were John Price, Christian Herald; Robert Chase, 
American Home; F. N. Merriam, Jr., McCall’s; Edith Walker, Book-of-the- 
Month Club; Walter Belknap, Time; Robert Collier, Himself; Willa Mad- 
dern, Maddern Assoc.; James Blackburn, McGraw-Hill; Walter Grueninger, 
Survey-Graphic. Before giving you a summary of the interesting questions 
and answers, it should be recorded that Fred Stone of Parents’ Magazine, 
original spark plug and long a President of The 100,000,000 Club, asked 
to be relieved on account of other duties. Mr. Robert C. Chase of 251—4th 
Avenue, New York City, was elected President. The 100,000,000 Club of 
New York meets along about the last Thursday of every month at the 


Midston House, 38th Street and Madison Avenue. 
“How frequently can a list be circularized without impairing its value?” 


Miss Maddern: You can circularize it as often as every two weeks .. . a list will 


stand at least a dozen mailings during the year by the same publisher. 
N 


Ir. Chase: When he was with Doubleday Doran they mailed every ten days and the 
list did not show any signs of being overworked. These were book offers every ten 
days, although not necessarily those of Doubleday Doran. In his opinion, the more 
you use a mail order list, the better it is. 


“How often would you make the same offer?” 


“Usually not more than once a year,” Miss Maddern replied. Mr. Chase was of 
the opinion that you could make your offer more than just once a year. Miss Walker of 
the Book-of-the-Month Club gave as her experience that you could mail the offer three 
times in the period from August to February. Mr. Blackburn stated that he has used 
the same piece of copy eight times on the same list, but in each case he always rechecked. 
Mr. Wadsworth told of a client selling shoes by mail who sent out a small shoe catalog 
to his customers in February and mailed a reprint of the identical catalog in May, 
securing just as much business each time. 


“Have you tested self-mailers against letters in an envelope?” 


Mr. Grueninger replied that he had used a “combined-envelope and circular” in the 
second of a renewal series and it only pulled half as well. Mr. Stone told of having 
gotten out a self-mailer, using fine printing and fine stock and it only did half as well 
as a letter, a circular and an envelope. Miss Walker stated that self-mailers never 
worked well with her. 


“In mailing a series of 6 follow-ups which will pull best?” 


Mr. Stone: There could only be one answer and that is that the first follow-up 
would bring the largest returns. Mr. Blackburn stated that he could see an exception 
where a lot would depend upon the price you are trying to get. On a very high unit 
of sale, a series of letters might be required before you secured your largest response. 
Miss Walker stated that when following up the inquiries from advertising, she would 
secure 50 per cent on her first follow-up. 


“Does it ever pay to check prospect lists with your customer list?” 


Mr. Belknap of Time and Fortune magazines: They make a practice of checking all 
their prospect lists against their customer list. They have found duplications in a lot 
of cases. Eliminating the duplications saves them a tremendous lot of correspondence 
from subscribers who cannot understand why they are solicited for a subscription 
when they are already on the books. This is especially true in that case because they 
are appealing to business men who expect them to be efficient. He stated “It pays us 
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very well to do the checking, although not necessarily from a dollars and cents cost 
point of view.” Readers Digest do not check their list according to Miss Walker but 
they enclose a slip with some such statement as “Pardon us if you have already sub- 
scribed. Won’t you please pass this on to a friend who might be interested?” 


“What percentage of duplications do you find in the lists you check?” 


Mr. Belknap stated that in’ the case of Fortune they run anywhere from 5 to 25 
per cent as compared with their subscriber list. If there are a substantial number of 
duplications, then they know from experience that they will secure better results 
because such names are evidently of the same class as the rest of their subscribers. 
Mr. Merriam of McCall’s reported that they do a substantial amount of checking and 


likewise find that when the duplication runs high the response is good. 


“What is the relative value of a free examination offer as against a 


C.0.D. or cash in advance offer?” 


Mr. Collier replied that he has found that the free examination offer will produce 
from three to five times as many orders as against C.O.D. and cash with order. Mr. 
Price of Christian Herald had no figures on a comparison with the free examination 
ofier, but stated that a C.O.D. offer pulls better than cash. Mr. Collier explained further 
that the net sales from a free examination offer should run twice as large as from 


C.0O.D. and cash. 


“Is there any difference in pulling power between two orange half 
penny stamps and two brown half penny stamps?” 


Mr. Price replied that a couple of orange stamps would pull better. Mr. Blackburn 
reported that they have made a lot of tests using commemorative stamps as against the 
regular variety. The commemorative will always out-pull the regular stamp. Mr. 
Angell of Time replied that on the contrary, when several years ago Mr. Farley put 
out a lot of non-perforated stamps supposed to be worth more, they used them but 
their returns were not very much in excess of those from the regular variety. He used 
Chicago Exposition stamps, Mother’s Day and Connecticut Tercentenary stamps. In 
fact when they used the Connecticut Tercentenary stamps with a cachet envelope, 
they did not get any returns at all. The cachet did not help any, as presumably it 
was torn when opening the envelope. 


“What is the best day to mail in New York?” 


Miss Maddern reported that one big mailer she knows of insists upon Tuesday, 
while another uses Thursday. Perhaps the idea was Tuesday on a business proposition 
and Thursday for the homes. Mr Belknap said that he always mails on Friday, Saturday 
and Monday with the idea of having the mailings arrive Tuesday, Wednesday and 
Thursday. 


“Is there any difference in the pulling power of Pica type as against 
Elite typewriter type?” 


Mr. Collier reported that at a direct mail meeting last year, a speaker said that 
when Elite type first came out, it gave him better results, but that a short time ago, 
Pica out-pulled Elite. Apparently the effectiveness depends upon whichever is the 


the most novel. 


“Has anyone made a test on reply-o-cards against the usual type of 
direct mail enclosure?” 


In the reply-o-card you stick a card into slits in the letterhead or possibly in a 
blotter. Mr. Stone said that he understood Mr. Reardon of Ziff-Davis in Chicago made 
some exhaustive tests and that the reply-o-mailings got him more money and more 
orders. Mr. Merriam reported on what he explained was probably an unfair test of the 
In his case the regular separate 


Mr. Stone reported that Mr. Rear- 


reply-card, as he used it in a miniature size letter. 
reply piece out-pulled the reply-o-card three to one. 

don gave his figures on a renewal offer as 17.6% when using the reply-o-card and 13.8% 
on the regular variety. The collections amounted to 1144 on reply-o and 840 on the regu- 
lar card. Mr. Blackburn said that as he saw it, the answer is, if you are going to use 


a novelty to use it early and not later after the novelty has worn off. 
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A LETTERSHOP 


LETTERSHOPS HAVE CHANGED in appearance 
since back in 1919 when your reporter first 
became interested in the business. We re- 
print this picture . . . not to advertise the 
All-Steel Equipment Company, Aurora, IIl., 





Lire 


SBS BAVEP « 


a lettershop 
The picture illustrates the 
new lettershop opened during October by 
H. Darrow, Advertising Manager of AIll- 
It is heat and 
sound insulated, air conditioned (and of 


but to show how attractive 
really can be. 


Steel-Equipment Company. 


course windowless), and _ fluorescent- 
lighted. The shop is organized for high- 
speed output of letter work to national 
accounts and to the dealers and jobbers 
of All-Steel-Equipment Company. Well 
equipped with all the latest production 
machines such as Multigraph, Ditto, Ad- 
dressograph, Graphotype, Mimeograph, 
Sealers and Folding Machines. Your re- 
porter wants to visit this model shop on 
his next trip to the mid-west. 


CAN’T HELP IT 


Your reporter just cannot refrain from 
again congratulating Charlie Morris of the 
J. E. Linde Paper Company, 111 8th Ave- 
nue, New York City, for his latest issue of 
the world’s best paper-merchandising house 
magazine entitled “Linde Lines.” It is 
startling, dynamic, dramatic and informa- 
tive. Incidentally, it is bound with the 
new mechanical binding NUMBER 
SEVEN ... the feature of which is a stiff 
metal rib on the binding edge. Best two 
sections in the present Linde Lines are: 


1. A hypothetical case history using the 
formulas for copy sponsored by Frank 
Egner and the formulas for layout 
recommended by Bertram Brooker. 

It’s so good, we are trying to get 

Charlie Morris and his assistants to 

work out a similar case history for 

The Reporter. 


2. A complete explanation, with samples, 
of all the various types of processed 
letters. 
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PATENTED? NO. 


SEVERAL PEOPLE recently have written to 
ask whether the rebus form of sales pre- 
sentation is patented or copyrighted. It just 
goes to show how this infernal and peren- 
nial patent situation in the Direct Mail 
business has restricted the thinking and 
freedom of some of the users of Direct 
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Mail. The rebus form of presentation has 
been having a fling along the advertising 
front during recent months. Some are 
simply decorated (or illuminated) exam- 
ples of typography. But for the records, 
and even though unnecessary, let it be stated 
that the rebus style is not patentable. We 
reproduce recent example issued by Wil- 
liam H. Holman, Jr., of The Connecticut 
Mutual Life Insurance Company, which 
was a very good reproduction of an age- 
marked rebus by Benjamin Franklin. We 
pass no opinion on the value of the rebus 
in selling. It’s hard enough to get people 
to read straight type. Pictures inserted in 
words or sentences may make most readers 
decide to call the whole thing off. 
& 


WANT TO BUY A PLANE? 
CHARLES H. SNYDER of the Bankers Com- 
mercial Corporation, 270 Madison Avenue, 
New York City, sends an interesting folder 
to your reporter from a subsidiary of his 
company ... the Aviation Funding Corpo- 
ration. The folder is just a usual good 
explanatory folder, with the interesting in- 
formation that you can now buy an air- 
plane on time payments. Folder shows “2 
New Rates—2 New Plans—Two New Ways 
to Purchase and Insure Aircraft on Time 
Payments.” For example, a new plane 
costing $1,500.00 can be purchased for a 
down payment of $500.00 and twelve equal 
payments of $98.94 per month (which rate 
also covers insurance). 
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“Has anyone tested first-class mail as a variation in mailings to cus- 
tomer lists?” 


Mr. Blackburn replied that McGraw-Hill had made a lot of postage tests and that 
there are times when first-class mail is justified. They found for example, that in a 
series of letters that have gone out third class, if later on you include one with first- 
class postage, the improved returns will more than compensate for the increased postage. 
Thus on a renewal series of 8 or 10 letters a first-class letter in your fourth or fifth 
notice will pay out much better than third class. Mr. Price stated that on his renewal 
notices, he actually does better using le and 1%c postage than 3c. Mr. Grueninger 
reported that on many monthly letters to social workers first-class out-pulled third class. 
Miss Maddern explained that several years ago when they made a test they secured only 
807 orders using first-class postage as against 802 with third class—a difference of only 
9 orders. 


“At what stage of a collection series should you start offering a 
premium?” 


Mr. Collier would start to use a premium from the very first. Miss Maddern said 
that when they had given a premium, they made the subscribers pay for the cost of the 


premium at the beginning of the series and later offered it to them free. 


“Is it a disadvantage to use the stencil when addressing an envelope on 
renewal efforts as against typing the address?” 


Mr. Belknap gave as his experience that a year or so ago to make a test they re- 
typed a quantity of envelopes and subst'tuted them for the usual stencil address, but 
it did not make any difference. Mr. Blackburn had often tested hand addressing and 
type-writer addressing as against the stencil and couldn’t detect any difference in results. 
Mr. Collier reported that the New Process Company got even better results from their 
use of the stencil. 


What are the standards of measurement to be applied in selecting a 
list for testing?” 


Mr. Merriam summed up the answer as follows—“How the product is sold, how 
recent the sales or inquiries are, the integrity of the owner (and that means character 
as well as rating) the price of the l'’st (whether exorbitant or fair) and who has used 
it: these are the standards of measurement.” Others present thought Mr. Merriam had 
summed up the standards perfectly. 


*“*How should one select a section of such a list for the test to be made?” 


Mr. Blackburn said that he makes it a practice to take the names from at least 
six states and that if you are doing a lot of testing, spec'fy how many you want in each 
state and then on a re-test, again specify how many you want in each state. One reason 
for doing this is that if the name list contains any poor names, by specifying a certain 
number from each state, your test will have its pro-rata of such names and then when 
you mail, your mailing will be in accordance wth your test. 


“How large should a test be?” 


Mr. Raymond of Dickie-Raymond called attention to the fact that this has been 
answered carefully in a paper put out by Prof. Brown of Harvard. As that paper 
brought out, it doesn’t make any d fference how big your test—the important thing is 
to have it representative. It happens that his company prepared the material from 
which Prof. Brown made his report and if any members of the Hundred Million Club 
would like to have a copy, Mr. Raymond will be glad to send one gratis. Address 
Dickie-Raymond, Inc., 80 Broad St., Boston, Mass. 


Mr. Grueninger would take 10 per cent of the list when testing. Miss Maddern 
stated that many large mailers go ahead after making a test on 500 names. 


“Sudden and dramatic news may completely ruin a mail campaign that 


happens to ‘break’ the same day that the mail is delivered. What 
is the best way to hedge against this?” 


Mr. Blackburn answered us that if you only mail once a month, you could spread 
out your mailings to say 5000 a day for 10 days. If you have other mailings to think 
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about, you can’t very well do this. Mr. Belknap in this connection cautioned against 
using copy that in these uncertain times might become out of date over night. They 
have had that problem in connection with Fortune. 


“What is the best type of promotion in times like the present?” 


(a) Inexpensive pieces mailed for a low return? 
(b) Same as at any other time? 


(c) More expensive pieces, mailed to cream lists, highly personalized? 


Presumably the person sending in this question wondered whether it would 
be better policy in view of present uncertainties to play safe and employ the cheapest 
type of mailing. Miss Walker stated that she had been unable to make an inexpensive 
mailing pay. By inexpensive she meant a mailing under $50 a thousand. Miss Lee of 
Progressive Education Magazine reported that on magazine circulation efforts, they try 


to personalize their mailings as they have found results much better than when they 
cheapened their effort. 


“Is there any business index or combination of indices which could 
provide a sound basis for governing mail operations?” 


In answer Mr. Blackburn stated that in h‘s opinion direct mail in itself is the 
most sensitive index. He had not found any business indices that help much, but more 
important than any business index to the success of a mailing in the last six years has 
been the picking of a good mailing date. 


“How would you rate the value of basic copy compared with the 
physical essentials of direct mail?” 


Mr. Chase gave as his opinion that basic copy is responsible for 80 per cent to 90 
percent of the success of the mailing. Mr. Collier claimed 90 percent for basic copy. 
Mr. Blackburn rated basic copy by far the most important and referred to his experi- 
ence that embellishing copy with various refinements such as a better letterhead and a 
better envelope had never made much difference in the response, as compared with the 
use of a good piece of copy as against a bad piece of copy. 


Mr. Chase stated that at Doubleday Doran he found that before he started working 
for them, they had printed a million copies of a 16-page brochure 7” x 10” on a set of 
nature books. It was good copy. They had 50,000 of these left and he needed 100,000 
to cover a 100,000 name list, so he ordered a mailing piece 11” x 17” in two colors 
instead of in four, using the same copy but with illustrations in black and white. The 
cost of the material was only half of the original. He actually received more orders 
from the cheaper mailing piece than on the more expensive 4-color effort. Miss Walker 
stated that she had had a similar experience. Mr. Price thought that 90% for copy 
was a bit strong. He would rate copy and physical makeup at 50-50. 


“It has been reported by an experienced direct mail user that a circular 
accompanying a good letter does more harm than good. Mr. Stone 
reports better returns without a circular than with a circular. Does 
anybody agree with him?” 


Miss Walker of the Book-of-the-Month Club said that this has been contrary to 
her experience. Mr. Swartz of Newsweek told of an experience of his where he elimi- 
nated the circular and used only a letter. This producd more orders than when he used 
the circular. On the contrary, Newsweek found that you could not eliminate the circu- 
lar and receive the same number of orders. Mr. Belknap of Time stated that on re- 
newals they have not found a circular necessary, but that is probably because Time is 
so well known and it doesn’t have to be described by a circular. In his letters he uses 
a very expensive bond paper. In its earlier days Time always used a circular. Mr. 
Blackburn offered the explanation that one of the main factors to determine whether 
to use a circular or not is the list you are mailing. He has seen quite a few tests in 
selling business publications where a circular definitely hurt the response. 


“Does a letter where the letterhead and the typewritten matter are re- 
produced by offset pull as well as a multigraphed letter?” 


Miss Walker reported that a letter reproduced by offset pulled equally well. They 
always use a 2-color letter. Mr. Angell of Time said that over a wide number of tests, 
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Incidentally . . . here’s another example 
of the current vogue of rebus-style copy. 
This one (original page 8% x 11 in 3 
colors) is taken from Vol. 1, No. 1 of 
brand new super-excellent House Magazine 
titled “Better Impressions” issued by Mead 
Company, 230 Park Avenue, N. Y. C. 
Edited by Hubert S. Foster. 


VOCATIONAL MONOGRAPHS 


THAT’S AN AMBITIOUS UNDERTAKING of the 
Bellman Publishing Company, Inc., 6 Park 
Street, Boston, Massachusetts. They are 
now engaged in preparing eighty or more 
individual monographs of approximately 
32 pages each, 6” x 9”, on every conceiv- 
able breakdown of business. These mono- 
graphs are to be boxed in an attractive 
filing container and sold to libraries and 
schools throughout the country. Each 
monograph gives complete vocational guid- 
ance in a particular line of business .. . 
showing history of business, description of 
it, opportunities and methods for prepara- 
tion and entrance into the field. Your 
reporter has just received advance copy of 
Monograph No. 10 . . . devoted to Direct 
Mail Advertising. Modesty forbids further 
comment on its excellence or effectiveness. 
Although the monographs are designed for 
sale in complete sets, we understand that 
the Bellman Publishing Company can be 
induced to sell separate copies on particu- 
lar subjects for 50c each (or lower in 
quantity lots). 


Aside from the Direct Mail Advertising 
Monograph . . . the whole idea strikes us 
as being very sound and logical. An au- 
thentic vocational encyclopedia has been 
needed for a long time ... . and especially 
in all branches of the advertising business. 


See The Reporter for March 1940. 
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REVIVING INACTIVE 
ACCOUNTS 


JULES PAGLIN (at the October 29 session 
of The Direct Mail School) gave some in- 
teresting and inspirational advice on the 
use of Direct Mail from the retailer’s stand- 
point. 


Jules illustrated his talk with samples 
of Direct Mail he prepared for Porter’s, 
New Orlean’s store. 


Any retail advertiser can follow the 
Porter-Paglin example in reviving inactive 
accounts. The results are worth shooting 
for. : 


Salesmen send ordinary post cards to 
inactive accounts, addressing about 50 cards 
every night. End of month the store sends 
a blank statement (no balance) with a 
timely cartoon or message. 


In 1939 they revived 3,259 inactive ac- 
counts that were less than a year old, 1413 
accounts over a year old, 1346 accounts 
from 1938, 206 of their 1937 customers, 
and 82 customers who had been active 
prior to 1932. 


In addition to these inactive accounts 
which were revived, 1420 new customers 
were added to their books as a result of 
the word-of-mouth advertising done by the 
old customers who were being reached. 


This year Porter’s will spend 50% of 
their total advertising budget on Direct 
Mail. 


EXPLAINING A BOOKLET 


GOOD ... THE WAY IN WHICH the Advertis- 
ing Manager of the National Fire Group, 
95 Pearl Street, Hartford, Connecticut, ex- 
plains a recent promotional booklet to all 
of their agents. When the 20 page, 842” x 
11” stiff bound booklet entitled “How To 
Beat The Green Bay Packers” was plastic 
bound, an extra typewritten offset sheet 
was bound into the plastic on top of the 
cover. The purpose of the typewritten 
sheet was to explain to salesmen how they 
could use this very attractive sales presen- 
tation. First part starts: 


“When you use this presentation, what 
your prospect hears will be reinforced by 
what he sees. Pictures illustrating your 
selling story give at a glance more vivid 
impressions than hundreds of spoken 
words.” 


There seems to be a good idea there for 
many producers of catalogues and sales 
manuals. On your first run, have bound 
into the plastic or spiral binding an in- 
struction sheet which can be torn off later. 
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he discovered that it did not make any difference if the letter was printed in offset 
or through a ribbon. Printing in offset enables you to take care of the letterhead as 
well as the letter and gives you a 2-color effect, cheaper than printing the letterhead 
separately and running the letter through a multigraphing process. 


“When is a business reply card a business reply envelope, according to 
post office ruling?” 


Mr. Blackburn responded, “When it’s oversize, according to the post office.” 


“In a direct mail questionnaire, what combination of envelopes, cards, 
letters and postage stamps will pull the biggest return?” 


Mr Raymond of Dickie-Raymond replied that first, he would use third class 
metered mail to save postage and include a stamped reply envelope. The letter should 
be personalized and hand-signed if possible and the reply envelope colored. He has 
never found that a first-class stamp helped produce any bigger returns. We should 
include a separate questionnaire on colored paper. Using a business reply envelope 
instead of a stamped envelope will almost halve the returns. 


FORMULA VS. PHILOSOPHY 


IN EFFECTIVE SALES LETTERS 


The October 31 luncheon of the 100 Million Club featured a debate 
between Frank Egner of McGraw-Hill and Nick Samstag of TIME on the 


pros and cons of formula letters. 


Frank Egner spoke first in defense of the formula. He gave his own 
tried-and-true result-getter: Desire-evoking headline, opening, or first para- 
graph, followed by desire-evoking lead-in; definition of product; success 
story; basic sales point; special feature; testimonials; statement of value 
(proof that the product is worth more than the price asked) ; action copy; 
P.S. restating the desire-evoking appeal of the headline. 


This Mr. Egner submitted as a guide in the writing of effective sales 
letters. He pointed out that the formula can’t hurt, can’t do any harm, can’t 
detract from the idea—and may help a great deal. Mr. Egner believes that 
advertising is an art, and like all forms of art must adhere to some design, 
form, technique or formula for success. Just as an inspired artist must 
know the medium with which he is working in order to give expression to 
his inspiration, so a letter writer should follow a definite technique to 
express his idea in the most effective way. 


Inspiration, said Mr. Egner, is God-given and wonderful, but in the 
long run inspiration runs out. Inspiration may produce one good letter to 
many bad ones. Formula letters are consistently good; the average effect- 
iveness of letters over a long period of time is what really counts. 


Here are the advantages Mr. Egner listed for formula-writing: 


1. Makes most of a good idea by using every element of that idea. 
2. Helps focus thinking without inspiration. 

3. Provides a road map to avoid lost motion. 

4. Makes sure you tell all. 

©). Assures at least averagely effective sales letters. 


To which Nick Samstag replied: 


He does not like formulas; considers them a crutch to justify lack of 
imagination. Gave four Webster definitions of “formula” to prove his point. 
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Rather than a “formula” for copy, Mr. Samstag prefers a “philosophy.” 
He quoted Mr. Webster again to prove that “philosophy” is more elastic, 
has many variants. ‘ 


Mr. Samstag thinks a formula lulls a writer into a false sense of security. 
He relies upon the formula, writes a bad letter, checks it with his formula 
and finds it checks in all points, uses the letter—and it is still bad. Further- 
more, says Mr. Samstag, formulas make all letters alike. Most of them are 
no good—and it is the fault of the formula. People dislike the mediocrity 
of formula letters, throw them in the waste basket, get into the waste basket 
habit and throw good letters after bad. 


As an alternative, Nick explained his “philosophy” of letterwriting: 
To think, long and hard. Think about the people to whom you are writing; 
find out about them. Don’t write down any of your thoughts sooner than 
a week after you start thinking. When you do start, put down all the argu- 
ments; cross them out as you reason them out. Do all your thinking from 
the point of view of your prospect, not from your own. Remember special 
situations, news, and how it changes your prospect. Don't be lazy. Divid- 
ing your list and writing different letters (or making changes in letter to 
fit lists) will be more effective than sending one letter to all. 


Nick explained “group journalism” as an ideal method of getting out 
good letters. Under this system, a small group of copywriters who are 
cbjective enough to give and take constructive criticism, sit down together 
or with a good copy chief and go over each letter. They do not criticize the 
copy according to formula but according to the impression it makes on them. 


In rebuttal, Mr. Egner said: He agrees with Mr. Samstag—except a 
formula is not simply a crutch. Every good letter does include certain 
essential elements. The formula is only as good as the artist. Formulas 
will make good writers better, and will enhance the thinking of poor thinkers. 


Mr. Samstag also did not yield an inch. He repeated that formulas 
are the policy of defeatism. A writer knows he has a formula and relaxes, 
follows the formula instead of thinking. Very few people are really bril- 
liant, but to write brilliant copy requires working like hell, writing and 
rewriting, worrying about it, thinking it through—and not relaxing with a 
formula. 


Which side won? There was no decision in the debate, nor will we 
attempt one editorially. There is no substitute for genius; but we have often 
seen genius going around in circles looking for a guide to follow. 


THREATENING MONKEY BUSINESS 


Being hardened to threatening communications during the past few 
months . . . your reporter appreciated the good humor behind the cleverly 


executed placard illustrated to the right of this item. 


Original—printed on heavy 814” x 11” card. Piece of rope tipped on. 
Four signatures written in ink. 


Seems that the four be-bibbed and clam eating fellows (Messrs. Messner, 
Beckwith, Kaufman and Draffin on our September cover thought we had 
caught them in too unconventional a pose. They held a meeting 
resulting in monkey-shine placard . . . presumably to show that they didn’t 
like the cover. Not much. We noticed that each one asked for extra copies 
of The Reporter. 
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LOCALIZING EMPLOYEE 
PUBLICATIONS 


HERES AN INTERESTING and _ worth-while 
report from that perennial thinker-upper 
of good ideas for house magazine editing 

to wit, Bert Barnes of the United 
Parcel Service, 331 East 38th Street, New 
York City. Perhaps some other house 
magazine editors would like to investigate 
the idea. Bert Barnes is always coopera- 
tive ... so a letter to him may give you 
more details than are included in this 
report. 


“United Parcel Service has_ recently 
adopted an interesting plan of localizing 
employee publications in the various cities 
in which it operates. Until now, the com- 
pany published three employee publica- 
tions, one in Los Angeles for the Pacific 
coast cities, one in New York for New 
York, Cincinnati, Milwaukee and Chicago 
and one in Philadelphia. The problem 
was to get news into print when it was 
news. 


“Under the new plan each city above 
mentioned now publishes its own paper, 
Chicago, Milwaukee, Cincinnati and Phila- 
delphia using a syndicated inside spread 
originated in New York. Each city imprints 
on pages 1 and 4 its local news under the 
editorship of its own local editor. 


“The syndicated material is of general 
interest everywhere in the organization. 


“The new plan has been enthusiastically 
received by the employees who now feel 
they have their own individual paper over 
which they have full control and a spirit 
of rivalry, to see which one will do the 
better job, is already indicated.” 
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A COMMUTERS CLUB 


THE HOTEL GOVERNOR CLINTON, 7th Avenue 
at 3lst Street, New York City, had a good 
idea in its multigraphed, filled-in letter of 
October 24th. Here’s the letter. 


Dear Mr. Hoke: 


Your name has been proposed and ap- 
proved for membership in our Commuters 
Club, and we take pleasure in sending your 
membership card herewith. 

This membership card is really a “Wel- 
come Mat” to your New York home. It 
identifies you to our staff as a preferred 
guest at all times, and it also brings. you 
all the privileges of the Commuters Club. 

Instead of that weary trip home on the 
last train, use your Commuters Club mem- 
bership and stay at the Governor Clinton. 
You'll find it useful, too, when you want 
to dress in town to go out to dinner, the 
theatre or a banquet, or when you are 
meeting relatives and friends. 

The enclosed folder describes the Club in 
detail. Please don’t forget our “Welcome 
Mat” the next time you stay in town. 


Sincerely yours, Ropert J. GLENN, Manager 


P.S. Have you visited our Coral Room or 
Circle Bar lately? 


Inserted in the letter was a little folder 
describing the purposes of The Commuters 
Club (to take care of fellows who miss 
the last train home). Inserted also was a 
Membership Card in The Commuters Club 
with the recipient’s name and address 
filled-in. The reverse side of the card pic- 
tures. a “welcome” doormat with the re- 
cipient’s name also filled-in inside the 
word “Welcome.” A good idea and a good 
mailing. In the case of this reporter, how- 
ever, the idea was slightly spoiled by the 
receipt of three separate letters all dated 
the same day and in same mail. 


That was sort of rubbing it in. 


IKER O'S 


PHOTO-ENGRAVERS SINCE 


460 \V\ 
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TOLERANCE 


At a time when there is so much subversive activity . . 
erance in the world . . . it is good to see a wholesome American plea for 
tolerance. So we welcome the opportunity of reprinting a multigraphed 
letter mailed October 3rd by Philip Morris & Co., Ltd., 119—5th Avenue, 
New York City, to all salesmen of the organization. The letter enclosed a 
32 page 31%” x 6” booklet entitled “The Sin of Anti-Semitism” by Thomas 
F. Doyle, reprinted by permission from The Catholic World by The Paulist 
Press of New York. 


TO ALL SALESMEN 


. so much intol- 


With the terrible carnage, the crippling and maiming of human beings, the ruin- 
ation of homes, and the destroying of property, that is taking place throughout most 
of the world to-day, it is well that we pause for a moment and look around to see what 
is happening to us here at home. 

To-day we are at peace and it is the fervent hope of us all that we may remain 
so, but, if we are, it can only be accomplished by making ourselves strong. Strength 
above all means unity, and unity means the harmony of thoughts and souls, the solicitous 
care and consideraton of the problems of others, and, above all, tolerance for the 
other man’s point of view, whether it be in business, politics or religion. 

The spear head of the attack of the totalitarian states has been the creating of 
schisms and the dividing of a people or peoples amongst themselves. By so doing, the 
dictators of the totalitarian states have been able to divide the people of the various 
countries into many small factions, thereby weakening any effectual opposition to them- 
selves, and making it possible for them to seize and maintain control of the Govern- 
ments. This has been accomplished largely through false propaganda, skillfully em- 
ployed to promote distrust, loss of confidence and suspicion between the various elements 
of their population. Now, this must not happen here and you can do your part to 
prevent its happening. When you hear tales belittling or tending to cast suspicion on 
any class of our citizens, examine them closely and determine for yourself their truth 
in the light of your own experience. Never forget that there are unworthy as well as 
worthy representatives in every class of society, your own as well as others, and do 
not be too prone to condemn an entire class for the sins of the few—‘“‘Let he who is 
without sin cast the first stone.” The guilty should bear punishment, the innocent 
should not. 

Because we believe that it is the right of every citizen to vote as he likes at the 
polls, and the right of every human being to worship his own God in his own particular 
church, and also because we are convinced that it is un-American to participate in any 
move that may pit one portion of our country and its citizens against another, we are 
glad to co-operate with the writer of the enclosed booklet, and trust that it will serve 
the purpose for which it was written. 


Yours very truly, O. H. CHALktey, President. 


Reporter's Note: Here’s the spirit much needed in a world much shaken 


by the divide-and-conquer ambitions of wild-eyed Adolph. 
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A MODERN COVER 


That Meets All Modern Requirements 


Supertuff is a new and unusual coated cover. Because of its extreme 
toughness it will retain its original snap and freshness under long hard 
use. Made of a super-strength base stock which folds perfectly, it is 
an ideal cover for all types of illustration and binding. 

COLORADO CATALOG 
Printed by letter press in 
three colors, regular halftone 
inks used. 


LLOYD CATALOG 


Printed in two colors, spot 
varnished on the press. 


NEW AMERICAN HOMES 


Printed by four-color process 
from plates made from koda- 
chrome negatives, spirit var- 
nished on a machine after 
printing. 


U. S. STEEL CATALOG 


Printed in two colors and sil- 
ver from duo-tone plates, 
spirit varnished by machine. 


GOLDEN PAGODA MENU 


Printed in four colors, and 
lacquered on a machine after 
printing. 


UNION STEEL CATALOG 


Printed in two colors and 
gold, spot varnished on the 
press, and hot embossed twice, 
once with an all-over leather 
pattern, once with a pattern 
for the design. 


‘ 


LOOKOUT HOUSE MENU 


Printed in two colors, one 
with regular ink, the heavy 
color with high gloss ink. 


THE WILLCO CHARTS 


Printed in two colors and 
lacquered by machine, re- 
placing celluloid. 





TYPICAL USES ILLUSTRATED AT LEFT 
Notice the variety of handling—halftone 
ink, process ink, high gloss ink—spot 
varnish, spirit varnish, lacquer, hot em- 
bossing. Supertuff is extreme versatile. 


MECHANICAL BINDING 

Because of its great strength, whether 
Spiral, Plastic, Wire-O, Cercla, or any 
other of the newer bindings is used, it 
will not tear out or break loose. 


FINE PRINTING SURFACE 


Double coated on both sides with a 
bright white, satin-smooth coating, it is 
suitable for 150-line halftones and color 
plates and for heavy ink coverages. It 
gives all the contrast, sparkle and detail 
possible on a high-grade enamel book 
paper. Supertuff is ideal for high-gloss 
inks, for spot varnish, for spirit varnish 
put on by machinery, for lacquering and 
for cellulose laminating. 


MENUS—CATALOGS—BOOKLETS 


In addition to its service for catalog and 
booklet covers, Supertuff is widely used 
for menus because of its great strength, 
snap and rigidity and because it can be 
printed with high-gloss inks, varnished 
and lacquered. The 10-point stock is used 
extensively for regular saddle-stitched cat- 
alogs where fine printing surface and 
durability are needed. As in the case of 
the small charts shown in the illustration, 
Supertuff is also being used in place of 
celluloid. 
e 


SIZES AND WEIGHTS 
Supertuff is stocked in two sizes and 
weights. 

20 X 26—23 X 35—10 point 

20 x 26—23 X 35-16 point 








SUPEL TUFF CCATED cc VEE 


| ThE 
APPLETON cc ATED Papep 
COMPANY 


APPLETON 
WISCONSIN 


FREE DEMONSTRATION PACKET 


{t contains printed and plain samples of 
this unusual cover stock in both weights. 
We believe you will find it genuinely 
helpful. Please write for your copy on 
your business stationery. 








This entire page is an advertisement of 


9040 WISCONSIN AVENUE 


THE APPLETON COATED PAPER CO. 


Write for your copy of the free Idea Portfolio mentioned above. 
It will be genuinely helpful to you in planning your advertising. 


APPLETON, WISCONSIN 
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LIKE THIS or LIKE THIS 


Centuries of reading squared 
printed matter (newspapers, maga- 
zines,etc.) have conditioned the 
reading public to expect even right 
hand margins. Ragged, uneven mar- 
gins present an unfamiliar, hard- 
to-read appearance. As an illus- 
tration, the average reader labors 
over poetry with its jerky margins. 

Your own typist (after proper 
instruction) can compose even mar- 
gin copy on the Vari-Typer auto- 
matic justifier in your own office. 
Here’s how simple it really is: 

The operator, after several easy 
adjustments, types a line until 
a warning bell rings. A pointer 
indicates the number of characters 
which may still be used. When the 
maximum have been typed, the oper- 
ator touches a key and repeats the 
line: it is justified automatically. 


Compare these columns from the 
standpoint of appearance and legi- 
bility. Subconsciously you will 
approve of the familiar squared 
margins of this column; while its 
finished type-set appearance is 
decidedly more pleasing to the eye. 

Copy is stretched to the desired 
width. ..automatically...no time 
consuming settings are necessary. 
Even space between characters and 
words avoids objectionable gaps 
found in manually justified work. 

Use automatic justification on 
your work for Mimeograph, direct 
to plate, photo-offset, liquid 
or gelatin duplication. 

Improve the appearance of your 
bulletins, catalogs, folders, sales 
manuals, forms, etc., with automatic 
justification; one of Vari-Typer’s 
six money saving features! 


Write today, without obligation,for your copy of the 
beautiful new Vari-Typer Catalog illustrating and 
describing the Vari-Typer models and features. 


Text copy for this ad composed on Vari-Typer B-9 automatic justifier 


RALPH C. COXHEAD CORPORATION 


Manufacturers of Vari-Typer' 


333 SIXTH AVENUE, 





NEW YORK, N. Y. 








CONGRATULATIONS ... 


. . » AND WE MEAN IT SINCERELY ... to the 
Bureau of Advertising, American Newspa- 
per Publishers Association, 370 Lexington 
Avenue, New York City, for their recent 
170 page 5%” x 8%” stiff bound book 
entitled “The Newspaper As An Advertis- 
ing Medium.” There is a slight bit of 
unconscious jealousy involved in this vol- 
untary burst of congratulations. For many 
years, your reporter has urgently suggested 
that the Direct Mail Advertising Associa- 
tion, or some branch of the industry, issue 
a book or promotion piece outlining all of 
the advantages of Direct Mail, the reasons 
for its use and case histories of its results. 
Some years ago, we suggested a national 
advertising plan for the Direct Mail Indus- 
try. Differences of opinion and _ petty 
jealousies succeeded in wrecking a well or- 
ganized plan. But the newspapers are doing 
identically the same thing. For several 
years the Bureau of Advertising has sent 
out a well organized case history bulletin 
outlining the results from a specific news- 
paper campaign. The climax to this effort 
is the present book “The Newspaper As 
An Advertising Medium.” It is well done 
a handbook on the newspaper in 
North America; its beginnings, develop- 
ments, its services to the public, and its 
usefulness to buyers of advertising. Our 
congratulations are doubled and redoubled 
due to the fact that the entire volume is 
written from a non-competitive slant. It 
does not knock other forms of advertising. 
It shows the specific advantages of news- 
paper advertising and is a valuable con- 
tribution to the entire advertising field. It 
should be influential in helping to make 


newspaper advertising better. 


FOR LETTER LOVERS 


rHAT NEW SIMON AND SCHUSTER book, “A 
Treasury of The World’s Great Letters,” 
edited by M. Lincoln Schuster, offers 563 
pages of fascinating reading. Famous 
letter-writers from Alexander the Great to 
Thomas Mann are included. As interest- 
ing (and much more informative) than the 
letters they write are the editorial com- 
ments on the writers. 


Recommended for your enjoyment, not 
as a textbook to improve your own selling 
letters. There are some selling letters in- 
cluded, Leonardo Da 
Vinci’s, asking the Duke of Milan for a 


though—notably 
job, Madame Du Barry’s business proposi- 


tion to an admirer, and P. T. Barnum’s 
offer to General Grant. 
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THE REPORTER 


The many superior qualities of Rising Bond are recognized by 
progressive advertisers and buyers. Their enthusiasm for Rising 


Bond reflects the experience and precision methods by which 


it is made. Below are some of the factors that have made 


Rising Bond one of the leading 25% rag content bond papers. 


TEXTURE 
Rising Bond has the feeling of quality. 


APPEARANCE 
Rising Bond has the /ook of quality. 


COLOR 


The color of Rising Bond is clear and 
brilliant — the result of pure artesian 
well water, new rag clippings and high 
grade pulp. 


UNIFORMITY 


Rising Bond is uniform in finish, 
cockle, bulk and color. 


PRINTABILITY 


Rising Bond is excellent for fine print- 
ing by letterpress, offset lithography 


and die-stamping. 


STRENGTH 


Rising Bond is made to last, whether 
it is placed in files or is used for much 


handled forms. 


ERASABILITY 


Rising Bond erases easily without fuz- 
zing the surface. 


ADAPTABILITY 


Rising Bond is made to meet a wide 
range of bond paver demands — for 
letterheads, looseleaf sheets, records, 
forms, price books, insurance policies 


and the like. 


RANGE 


Rising Bond is made in White Wove 
and Laid, White Opaque, Ivory Wove 
and Laid and in Buff, Blue, Gray, Prim- 
rose and Pink, all in a variety of sizes 
and weights. 


Have your printer prove your next bond job on Rising Bond. 
Any of the Rising Bond merchants will gladly supply sample 


sheets or a sample book. 


RISING PAPER COMPANY - Housatonic, Massachusetts 
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TREAT YOUR ‘ 
CUSTOMERS LIKE — 
PEAS IN A POD? ~ 








Your customers have individual ideas... individual per- 
S sonalities . . . individual problems. Treat them as indi- 
P viduals ...and get REPLIES heretofore unobtained by 
i using ordinary processed mailings. 


tHE AUTO-TYPIST 


will individually type up to 200 
letters a day automatically on 














your own typewriter. . . still leav- 
ee ing the operator plenty of time to 


—~ do her routine work. The AUTO- 
Es TYPIST permits insertion of spe- 
cial data, fill-ins, dates, names, also dictated and stock 
paragraphs that ‘“‘custom tailor’’ your “‘form’’ letters to 
fit individual cases. Adaptable to any make typewriter... 
without affecting its regular use in the office. 





Here is the ideal way... the practical, efficient and eco- 
nomical method... for handling volume correspondence 
by typewriter without resorting to wasteful, impersonal 
mailings. Results can be 10 times greater. ..and at less 
cost. For, you can save enough in dictating and transcrib- 
ing time alone to more than pay for an AUTO-TYPIST. 


Mail coupon now for complete information about the 
AUTO-TYPIST. No cost or obligation. 


"AMERICAN AUTOMATIC. TYPEWRITER CO. 


610 N. Carpenter St. 320 Broadway Strand House 
CHICAGO NEW YORK CITY LONDON 








APD 


MAIL THIS COUPON 














DON’T SEND MERCHANDISE 
BY MAIL UNLESS ORDERED 


A RECENT DIRECT-SELLING CAMPAIGN (origi- 


nating in New York) consisted of a beau- 
tifully multigraphed and filled-in letter, 
with order blank and return envelope (we 
will not give the name of the sender... 
because we believe they slipped unthink- 
ingly). The letter stated that the recipient 
would receive by separate mail a de luxe 
packet of the product advertised. Re- 
cipient was asked to try part of the con- 
tents. If satisfied, payment was to be 
made. If not satisfied, product was to be 
returned. 


The “de luxe packet” arrived at the 
home of your reporter. We are holding it 
to see what the follow-up will be because 
we understand that the Post Office does 
not look with favor on such mail selling 
technique. The firm employing such tactics 
is putting an illegal burden on the recipient 
of the Direct Mail. In effect, the merchan- 
diser is saying to the prospect “Here is a 
sample of my product. Use it... pay me 

. or return the sample.” You cannot 
force people to buy your product by mail. 
You cannot force them to go to the trouble 
of returning your product by mail. The 
merchandiser cannot force the return of 
the sample, nor can he collect for the 
sample. It is bad merchandising. Don’t 
try it. Don’t send any merchandise by 
mail unless you have a definite signed or- 
der for it. You are in luck if you have a 
product which can be sampled by mail .. . 
but always make your sample a gift. 


WASTED POSTAGE 


FOLLOWING EDITORIAL appeared in October 
25th issue of the Chicago Daily Tribune: 


WASTED POSTAGE 


A friend of this department came to us 
the other day with a grouch. His son had 
moved to Detroit five years ago, but half 
a dozen advertisments a week came to him 
thru the mails at the old address. A 
daughter had married and was living in 
California, but she, too, continued on a 
dozen sucker lists, under her maiden name. 
His wife had died, but appeals for charity 
and announcements of sales still came to 
the house, addressed to her. We ought, 
he said, to write an editorial condemning 
this irritating waste of money. 


We explained to this gentleman that he 
had our sympathy, but the subject was an 
awkward one for us. We sell advertising 
in a newspaper and any observations we 
might make about our direct-by-mail com- 
petitors would be suspected of bias. He 
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hadn’t thought of that, he admitted, but he 
didn’t regard it as important. After all, 
he said, if you can succeed in shaming 
your competitors into keeping their mailing 
lists up to date you will have stiffer compe- 
tition to face. At present a large part of 
the direct-by-mail advertising is so much 
printing and postage wasted. 

We suspect that is true. What portion 
of the mailing lists must be regarded as a 
total loss we do not know, but experience 
suggests that it is considerable. We should 
suppose that in their own interest the mail 
advertisers would make a far more strenu- 
ous effort than they do make to keep their 
lists up to date. 

Reporter's Note: We still cannot under- 
stand why newspapers use editorial columns 
to take cracks at “competition.” In this 
case, however, we can assure the Tribune 
that most Direct Mail Advertisers are very 
careful about mailing lists. If all were as 
careful as they should be, newspaper 
editors wouldn’t have any material for 
editorials against Direct Mail. 


WHAT'S THIS? 


Following item appeared in September 
2lst issue of “The Weekly Underwriter” 
house magazine of insurance field. 


“FIFTH COLUMNISM” 


One of the unfortunate things about the 
present upset condition of the world is the 
charge there are many “fifth columnists” in 
the United States. 

As a matter of fact, there probably isn’t 
one; “fifth columnism” implies a divided 
nation and America was never more united 
than at the present moment. 

“Fifth columnism” is a term first used in 
Spain by the Franco faction to let the 
world know there were many Franco ad- 
herents in Madrid who would support 
Franco at the proper time. 

This term was first used in a radio talk 
by one of Franco’s generals—and it was a 
sad mistake; the party in power in Madrid 
at the time shooting many suspected Fran- 
co sympathizers, some of whom were said 
to be innocent men. 

The United States, at the moment, is a 
solid nation—the most solid, perhaps, in 
the world. Consequently, all this “fifth 
column” talk does the country and its peo- 
ple a rank injustice—those responsible for 
all this nonsensical chatter evidently failing 
to realize they are reflecting on the patriot- 
ism and unity of the good old U. S. A— 
which has the most patriotic and united 
people in the universe. 

Reporter’s Note: Some of the readers 
of “The Weekly Underwriter” think Edi- 
tor L. A. Mack should read The Reporter. 


THE REPORTER 


Conall your 











What Paper ? 








Paper is the base of the job, but when you prepare your booklet, 
folder, catalog or broadside for the press, when the time comes to 
decide on line cuts or halftones—letter press or offset—color or black 
and white, your printer is the man who can give you expert and pro- 
fessional assistance. 


INTERNATIONAL PAPER COMPANY 


220 East 42nd Street, New York, N. Y. Branch Offices: BOSTON « CHICAGO « CLEVELAND 











WRITE TODAY for this new broadside, featuring utility of 
all |. P. grades. Write on your business letterheai, address- 
ing Sales Department H 


AN INTERNATFRFONAL PAPER VALUE 


Made by the Makers of: ADIRONDACK BOND & LEDGER « INTERNATIONAL MIMEO- 

SCRIPT «© INTERNATIONAL DUPLICATOR e BEESWING MANIFOLD « TICONDEROGA 

BOOK « TICONDEROGA TEXT e INTERNATIONAL TI-OPAKE ¢ CHAMPLAIN BOOK 
SARATOGA BOOK « SARATOGA COVER « LEXINGTON OFFSET 














(Charlie Binger Pays for This) 
RESULTS COUNT 


“I recently completed a checkup of Reply- 
O-Letier mailings we made during the past 
two years and found Reply-O outpulled 
regular letters by 50%,’’ says Stanley Oshan, 
Advertising Manager, Oneida Paper Prod- 
ucts, Inc., New York. He didn’t say what 
the others pulled, but a 50% increase over 
any figure is something to brag about. 

Another gleeful rave comes from Mayer 
Weinshank, then Advertising Manager, L. 
Klein, Chicago (now doing a swell job at 
Cardozo’s in St. Paul, advt.). “Every card 
returned was a definite purchase averaging 
$15 ... more than 444% return showed 
direct cost less than 7% of volume ... 
suggest in the future you base your sti- 
mates a little more generously; we were 
swamped.” 

Another fine report comes from R. S. 
Townley, Vice Pres. Wyckoff Associates, 
Inc., New York, telling us that copy which 
never pulled more than 4% on regular 
letters pulled 10% on _ Reply-O-Letters. 
Figure what this would mean to you! 

In each of these cases—and in hundreds 
of similarly successful cases—the high per- 
centage of replies was due to an ingenious 
letter—Reply-O-Letter. 





YOUR LETTERWEAD 





The reason why is that the address on the 
card becomes the prospect’s signature—and 
the reply card is inserted in a specially con- 
structed giassine pocket on the back of the 
letter. Since the reply form is held secure, 
it cannot become mislaid or lost—which 
happens so often when a busy person who 
receives a lot of mail puts his mail aside 
for future reading. 

When he’s ready to reply, he finds his 
name already signed for him! 

To top its proved record of increasing 
replies, Reply-O-Letter’s economy features 
have a strong appeal for heavy mailers. One 
addressing takes the place of three! 

If you want your prospects to do what 
your letters ask them to do, send for sam- 
ples to The Reply-O-Products Corp., 19 
West 21st St., New York. 





SOLVES THE 
ENTERTAINMENT PROBLEM 


C. V. Buchanan, Advertising Manager of The Ohio Farmer, 1011 Rock- 
well Avenue, Cleveland, Ohio, thinks that even the staunchest supporter of 
the W.C.T.U. might be tempted to take a drink of wine after reading the 
promotional material issued by Lonz Winery of Middle Bass Isle, Ohio. 
Your reporter agrees that George Lonz’s circular letter, mailed on a very 
attractive and colorful letterhead, is worth reprinting here. It is well written 
and has that touch of something or other that makes a sales letter interesting. 
The price list is interesting, too, because it is an intimate description of an 


actual visit to the wine cellars. 


My dear Friend: 


The bloom is on the grape. That exotic, elusive fragrance of the ripening fruit 
reminds me that another fine harvest is nearing. Soon the precious liquid sunshine will 
be released to please the palate of man. Wonderful is the work of Nature in provid ng 
suitable yeasts-—countless tiny uncenscious artists whose life work is to convert the 
juice of the grape into wine,—the summit of vinous perfection. 


Again we offer you these fine island juices, the cream of the crop, right off the 
press, so that you can make your own wine in your own home to suit your own personal 
taste, at reasonable cost. The Juices are offered in kegs (SEE ORDER CARD FOR 
COOPERAGE SIZES, VARIETIES AND PRESSING DATES.) The Grape Juice must 
be ordered in advance of the pressing season. Note the Delaware is being pressed this 
year on Sept. 2lst following immediately by the Concord and Catawba. You are 
assured of excellent results if you follow the simple directions that accompany each 
shipment. 

While many thousands of fine people visit our winery annually, there are many 
good friends and customers who have not heard our story. The enclosed descriptive 
folder “Five minutes with the Proprietor” is a condensed version of what you hear on 


a tour through the cellars. 


For 56 consecutive years we have been serving a discriminating public, with sound 
wholesome, honest wines. The enclosed price list enables you to select your season’s 
supply of matured wines and Champagne. 


Let us help solve your entertainment problem and make your home life more 
enjoyable. That’s our job and we're proud of it. Use the enclosed postage-free order 
card filling out the kind and quantities you desire. Merely sign and drop it in today’s 
mail. We'll do the rest. 


May we hear from you soon. 


GeO. AND FANNY LONz. 
BY GEORGE. 
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SOLVES A BUSINESS PROBLEM 
Do you have trouble keeping your copy of THE REPORTER on your 


own desk . . . away from all the friends who want to snitch it? 


Are you pestered by friends who want you to answer all sorts of ques- 


tions about Direct Mail because they believe you must be an expert? 


THE SOLUTION: Tell those friends and copy snitchers to subscribe for THE 
REPORTER themselves at the low rate of $3.00 for a whole year of 12 issues. For the 


sake of self-protection ... it might pay you to send the subscription for them to... 


The Reporter of Direct Mail Advertising 
17 East 42nd Street . . . New York, N. Y. 
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WANT SOME MORE HUMOR? 


Since we first commented upon the dearth of humorous pieces in the 
mail, we’ve been swamped with correspondence and proof that there is a 
lot of humor going around—and good humor, too. To comment on a 
few of the best examples reaching us this month: 


Mohn Brothers Co.. Inc., Reading, Pa., have a lulu of a trade piece. 
Mabbe we should say “hula,” for the illustration on the front, printed in 
green and brown on a pale lavender stock, reveals a tropical scene, complete 
with volcano. Smoke issuing from the volcano forms a question mark, which 
is die-cut to show the head of a hula dancer. Title, “Hawaii Doing? 
Selling Many Hats?” And when the thing is opened ———! There is the 
hula dancer, full figure, but in place of the usual grass skirt, she is wearing 
the Berkshire-Mohn felt-covered trade mark. Somewhere through and behind 
the dancer, this trade-mark skirt is fastened to a strip which is in turn 
fastened to the cover, so that as the piece is opened and closed, the skirt 
wiggles from side to side. Copy says “You can sell a lot more if you just 


get a wiggle on and look over the Berkshire-Mohn Line for Fall.” 


From Stovel Company, Ltd., Bannatyne Ave., Winnipeg, Manitoba, we 
received a 5 x 6, 8 page and stiff cover booklet entitled “Golf! The Why 
and the How.” The illustrations on the green and black cover, and on each 
inside page, are humorous line drawings. Booklet is bound to produce a 


chuckle from both devotees and abstainees. To give you some idea of the 
contents : 


“The ball must not be thrown, pushed or carried. It must be propelled by about 
$200.00 worth of curious looking implements, especially designed to provoke the owner. 
Each implement has a specific purpose and ultimately some golfers get to know what 
the purpose is. They are exceptions. Usually the exception are made ‘champions’ or 
‘professionals, and are famous. 


Only plug for Stovel comes in the last lesson. speaking of hazards: 


es. 


. . . At other times it is worry over business. Good golfers usually let Stovel 
Company produce their direct-by-mail salesmanship, knowing the satisfaction that will 
result from necreased business. This eliminates the greatest mental hazard. The others 
usually ‘iron out’ at the nineteenth hole.” 

A reply card that ties in with this copy is included with the booklet. 

“To Get a Good Tomato You've Got to Have a Cow” is the humorous title of the 
24-page booklet that is doing such a fine job for the P. J. Ritter Company, Bridgeton, 
New Jersey. The fun starts with the envelope corner, which depicts a smug, maroon 
and white cow jumping over a fence. While the same cow is carried through the 
booklet and illustrates each catchy chapter heading, and while humor is judiciously 
sprinkled through the copy, it does not detract from the story—which convincingly 
shows how the Tomato Improvement Plan of the P. J. Ritter Company produces the 
finest tomatoes that ever reached a packer’s door. 





A GOOD MINIATURE 
CATALOGUE 


THE GARTEN TABLE PAD COMPANY, INC., 
1140-1148 N. American St., Philadelphia, 
manufactures the nationally advertised 
Mon-O-Pad. Their “miniature catalogue” 
must be a welcome relief for the dealer 
who wants quick information in a con- 
venient form. 

It measures 44%” x 74%”. Cover shows 
a modern table set-up featuring the Mon-O- 
Pad. The catalogue opens to a spread 
listing style names and pad _ thicknesses, 
top and back coverings, and colors. When 
this double page is turned, the following 
two pages give diagrams and copy to show 
the superiority of Mon-O-Pad over or- 
dinary pads, with a shortened die-cut page 
between showing a color reproduction of a 
pad in place. Following pages give de- 
tailed information concerning prices, sizes, 
and types of table. 


The miniature size of the catalogue is 
made possible by the wealth of helpful 
material supplied by the company—a book 
of sample coverings, paper patterns on 
which to trace the outline of the table, 
comprehensive, self-mailing order blanks. 








ANNUAL MAILING LIST 
OF BOYS AND GIRLS 


A large responsible firm annually ac- 
cumulates a list of about 200,000 juvenile 
names (ages approximately 8 to 14; 4/5 
boys and 1/5 girls) who have sent in 
box tops and 10c for various nationally 
advertised premium offers. 

Only three copies of this list are made 
for sale, and the firm desires three 
clients in non-competitive lines who can 
annually use and profit by this annual 
supply of names. 

Inquiries will be welcomed from any 
firm with a legitimate propos'tion for 
youngsters; free test names will be sup- 
plied; and every co-operation will we 


given. lease address Dept. H. 
MOSELY SELECTIVE LIST SERVICE 
230 Congress Street Boston 














HELP YOURSELF TO INCREASED SALES 








Mail Your Catalog and Sales Letter Together 


> « « « « Clip and Mail this Coupon Today! 
CURTIS 1000 INC. 


HARTFORD, CONN. ST. PAUL, MINN. 


| Gentlemen: Send us samples of MONO-POST Envelopes 
| and tell us more about increasing sales through use of 
Two-Compartment Envelopes. 
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How can you get 


the most mail orders, at 
the lowest cost per order @ 


the most cash, with 9 


Extensive testing of the three 
usual reply methods reveals this: 


Order blank with separate re- 
ply envelope: Brings better 
returns than no order blank 
and envelope, or one alone. 


One sheet order blank (knock 
down type) which folds into 
envelope: Better returns than 
above (where one or the other 
form may become mislaid). 
Too many customers are afraid 
cash will fall out, or that the 
envelope will be opened be- 


fore it reaches its destination. 


Order-Velope: Costs compa- 
rable to separate forms. Brings 
back more replies. Completely: 
formed envelope pocket in- 
spires confidence; customers 
enclose cash with order without 
fear that it will fall out. The 
proven way to get the most 
cash, with the most mail orders, 
at the lowest cost. 


Inside view of Order-Velope showing 
order form copy area and completely 


formed envelope pocket. 


WRITE FOR SAMPLES AND SEE FOR 
YOURSELF why 
increased profits for every mail order 
effort that calls for a return enclosure. 


Order-Velopes mean 


The Sawdon Company, Inc. 
2306 Park Ave., New York City 


MUrray Hill 6-1566 
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ANOTHER DEBATE ON FORMULA 


The Reporter for July (Page 50) published an interesting report on 
a market study made by the Advertising Manager of The Ohio Farmer, 1011- 
1013 Rockwell Avenue, Cleveland, Ohio. Mr. Buchanan sent three different 
types of questionnaires and gave us the results. Your reporter commented 


as follows: 


More interesting to us than the contents of the survey was the explanation and 
breakdown of the mailings. 1,714 multigraphed letters, filled in, were sent with the 
quest‘onnaire and a 3c stamped return envelope; 1,675 multigraphed letters, filled in, 
were sent with the questionnaire and a business reply envelope; and 1,740 mimeographed 
letters, not filled.in, were mailed with the questionnaire and a business reply envelope. 
Returns showed that the multigraphed, filled-in letter and 3c stamped return envelope 
brought back 27.9%, while the multigraphed letter with the business reply envelope 
only brought back 18.1%; and the mimeographed letter, not filled in, with the business 


reply envelope brought back 16.2%. 


Proving again . .. that it pays to know the formulas ... in spite of what the 


scoffers say. 

Along toward the end of September, Karl Ort, who handles aviation 
supplies at 608 West Poplar Street, York, Pennsylvania, presented an inter- 
esting problem in the following manner. 


On page 50 of your July, 1940 issue you say, “Proving again . .. that it pays to 


know the formulas” . . . prompts me to ask you—“‘how well does it pay?” 


Assuming that the advertising manager’s job was to buy questionnaire replies at 
reasonable cost and assuming that the average cost of mimeographed questionnaire 
letters in the mails would be $30.00 per thousand, the cost per reply in the three cases 
worked out as shown below according to my arithmetic: 


$30.00 PER THOUSAND IN THE MAILS 


Total Cost Replies Cost Each 
1 $60.00 279 $ .215 
2. 37.24 181 .2057 
3. 33.98 162 .2098 


If the cost could be reduced to $25.00 per thousand in the mails, which is probably 
the lowest possible figure that could be considered, the inquiry cost per reply received 
would then be worked out something like the figures which follow: 


$25.00 PER THOUSAND IN THE MAILS 


Total Cost Replies Cost Each 
1 $55.00 279 $ .197 
Zs 32.24 181 .178 
3 28.98 162 .179 


If, however, outside lists had been purchased for making the mailing, the cost 
would then be at least $40.00 per thousand, and the figures would work out as follows: 


$40.00 PER THOUSAND IN THE MAILS 


Total Cost Replies Cost Each 
1 $70.00 279 $ .25 
» & 47.24 181 .261 
3 43.98 162 .2714 


All of which prompts me to inquire as to how much time a fifteen-dollar-a-day 
executive could afford to give to a study of this situation in an effort to increase his 
response or cut down the cost of each answer received. Supposing the formulas pro- 
duced a like increase in orders, instead of questionnaire answers, that would be a 
horse of another color. But, I don’t believe that it would. 


I know perhaps fifty or one hundred mail order tricks, angles or formulas which 
will increase the response, but I have found that unfortunately in most cases the in- 
creased costs involved usually eat up or more than eat up the possible profits from 
the increased sales received. 


What do you think? 


During the D.M.A.A. Convention in Atlantic City, Karl Ort’s letter was 
submitted to several of the mail order testing experts. One of them volun- 
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We print it 
because we believe that it pays all Direct Mail people to do some pencil-figur- 


teered to give his analysis (anonymously ) . and here it is. 


. that in this case we are talking about 
returns from a questionnaire mailing. 


ing once in a while. Remember . . 


As I see this little tilt, 
replies brought back by multigraphed filled-in letters over mimeographed non-filled in 
letters, and also the better pulling power of a 3c stamped envelope over the plain busi- 
ness reply envelope—27.9% for multigraphed filled-in-letters with a 3c stamped envelope; 
18.1% for the multigraphed filled-in- letter with business reply envelope, and 16.2% 
for the mimeographed non-filled-in letter with business reply envelope. 


the article in the Reporter pointed out the increase in 


Mr. Ort took objection to this by working the returns out on a cost basis. It is 
certainly more expensive to send a 3c stamped envelope, and Mr. Ort questioned 
whether the increased cost of inquiry was justified. 


Figuring on a Cost of $30 per Thousand 


The multigraphed, filled-in-, three-cent stamped envelope mailing drew 98 more 
replies than the multigraphed, filled-in, business reply envelope mailing at an additional 
cost per reply of .0093—less than a cent each—so that the total additional cost of ninety- 


eight extra replies is only ninety cents. 


filled-in-, three-cent stamped envelope mailing drew 117 more 
replies than the mimeographed non-filled-in business reply envelope mailing at an 
additional cost per reply of .0052—about % cent each—so that the total additional 
cost of the 117 extra replies is only 60 cents. 


The multigraphed, 


Figuring on a Cost of $25 per Thousand, 
filled-in, 


replies than the multigraphed, filled-in, business reply envelope mailing at an additional 
cost per reply of .019—less than 2 cents each—so that the total additional cost for 
98 extra replies is only $1.86. 

filled-in, three-cent stamped envelope mailing drew 117 more 
replies than the mimeographed, non-filled-in business reply envelope mailing at an addi- 
tional cost per reply of .018—still less than 2 cents each—so that the total addit‘onal 
cost for 117 extra replies is only $2.10. 


Including Cost of Mailing List 


The multigraphed, three cent stamped envelope mailing drew 98 more 


The multigraphed, 


As Mr. Ort’s figures show, when the cost of the mailing list is included, the cost 
per reply for the multigraphed, filled-in, three cent stamped envelope mailing is lowest 
of all—.011 lower than the multigraphed, filled-in, business reply envelope mailing, and 


.0214 less than the mimeographed, non-filled-in, business reply envelope mailing. So, 
here is probably the most accurate comparison: when all costs are considered, the 
multigraphed, filled-in, three cent stamped envelope mailing is not only the _ best 


result-getter, but the cheapest in point of cost-per-return. 


In any of the cases, the total cost for the large number of additional replies secured 
is so insignificant that no direct mail man whose object was “to buy questionnaire replies 
at reasonable cost” could afford to pass them up. 


So, if it is a queston of getting the greatest number of replies from a limited 
mailing list, it would seem worth while to pay the slight additional cost of the extra 


inquiries, which in no case exceeds 2 cents. In fact, when the cost of the mailing list 


is added, Mr. Ort’s own figures show that cost-per-inquiry is even less with the most 
expensive mailing. 
5 . . >. . 
Reporter's Note: lf we receive any more questions involving mathe- 


matical computations—we now know where to get the answers. 


* 
WHAT DO YOU WANT TO KNOW? 


During 1941, The Reporter Staff will conduct twelve monthly surveys 
—in an effort to determine statistical answers to the major problems con- 
cerning Direct Mail. Results will be released each month. Will go after 
statistics on such things as “best mailing days”; women’s reactions to Direct 
Mail; best methods getting envelope opened by addressee; 


envelopes vs. 
self-mailers, etc., etc., etc. 


Reporter readers are urged to send suggestions 
at once for possible survey topics. What do you want to know most about 


Direct Mail? 
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IN ADDRESSING 
-on-a-sheet 





BLANK ADDRESS LABELS 


1h WHITE AND COLORS. 


A single 812" x11" sheet 
(gummed and perfora- 
ted) gives 24 address- 
ings AND as many 
duplicates as carbons 
will make. COLORS 
permit numerous uses 
for planned mailings 
and efficient filing. 


Code FREE **™?P= 


MAIL COUPON TODAY! 
JUST WRITE YOUR NAME —TEAR OFF— 
ATTACH TO BUSINESS LETTERHEAD 


Please send me your FREE CATALOG 
and assorted samples of.°24-ons" and 


tell me how to use them ... no obligation. 


NAME 


Ever Ready LABEL Corporation 


NEW YORK. N. Y 





158 EAST 26th ST. ®*° 
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Where Else Can You Buy 
LETTE 4 4 EA D S like this 
Iowa $f 24 Thousand ! 





Send us a sample of your present letterhead 
and let us quote our MASS PRODUCTION 
price for QUALITY work on any quantity in 
which you buy. Our Letterhead Clinic will 
re-design your old letterhead, if you wish, 
and submit sketches absolutely free and with- 
out obligation, together with our quotation. 


Universal Lithographing Co. 
(A Subsidiary of Peerless Lithographing Co.) 
Dept. 210 


4311 DIVERSEY AVE., CHICAGO, ILL. 





Make every letter you write 
a real business-builder 


Every letter—of inquiry, proposal, or adjust- 
ment—has a job to do. ut so routine a part 
of business is correspondence that the profit 
ossibilities in improving it are often over- 
ooked. Try Buckley’s methods in your letters 
—even a slight increase in efficiency of each 
one will mean a lot in a month’s time. 


JUST OUT — NEW 2nd EDITION 
Earle A. Buckley's 


Direct Mail, Correspondence, and Letter 
Specialist of nineteen years’ experience 


HOW TO WRITE 
BETTER BUSINESS LETTERS 


201 pages, 51%4x 8, $2.00 
You can make dictation or letter writing an 
easier job and at the same time make letters 
do more work, with the aid of this helpful book. 
In simplest possible manner it shows the essen- 
tials of good letter writing and with pointers 
and examples from the work of successful let- 
ter-writers shows how to make your own letters 
more productive. Covers all the regular cor- 
respondence needs of business offices, including 


sales letters. 
Tells How To: 


—write attention- -getting openings 

—develop the body of the letter effectively 

—write action-compelling closes 

—write collection letters 

——revive inactive accounts 

—make every letter a sales letter, etc., etc. 
10 DAYS’ TRIAL—SEND COUPON 


McGraw- Hitt Boox Co., 330 W. 42dSt.,N.Y.C. 


Send me Buckley’s How To Write Better Busi- 
ness Letters for 10 days’ examination on ap- 
proval. In 10 days I will send $2.00, plus few 
cents postage, or return book postpaid. (We pay 
postage on orders accompanied by remittance.) 
Name 
BREESE Ree A Pe cen 
bp 4 es wie 
(EEA TEES AR oe Re nV Cae ae 

Compan RD-10-40 
(Books sent on approval in U. S. & Canada only) 























WHAT’S THIS?... DEPARTMENT 


Just about the time we become convinced that the petty fighting between 
various forms of advertising is dying a natural death . . . somebody breaks 
This time it’s an editorial 
in the October 23rd issue of Variety, the trade paper of the amusement field. 


The 4” x 10! 


loose with a reincarnation of the old argument. 


5” double column editorial starts as follows: 


Variety has not hesitated on several occasions to declare flatfootedly that much, if 
not most, of the fancy brochures and mailing pieces sent out by radio stations and 
networks are a somewhat dubious investment. Not to beat about the bush or slow down 
the axe-grinding stone, Variety again suggests bluntly that the same coin could often 
be more profitably invested in trade paper advertising surrounded and supported and 
guaranteed reader attention by the prox'’mity of timely news, curiosity-arousing pro- 
gram reviews, and, especially in Varety’s case, the element of editorial surprise. 


We wont attempt to give you the rest of the editorial. but it is in a 
| > 7 : 
similar vein. 


The payoff occurred, however, when your reporter received from one of 
the top-notch radio promotion men, a sample copy of a multigraphed two- 
page promotion letter issued on October 15th by R. J. Landry, Radio Editor 


of Variety. We'll give you the first part of the letter. 


Dear Reader: 


These letters are written to busy people by, I assure you, a busy guy. Therefore 
there is always one basic thought, to keep the letters easy to read. In this it is hoped 
the letters illustrate a sound principle of advertising. 


Being busier than usual the last couple of weeks I allowed to pile up on my 
desk at Variety the considerable number of sales promotion brochures, novelties, atten- 
tion-getters and miscellany that came in the mails from networks, stations and others. 
Today I got around belatedly to examining in detail this motley mess of the printer’s 
art. And at the danger of leading with my own personal—and fragile—chin I risk the 
statement that it isn’t a contemptibly partisan conclusion that much of the good money 
spent for these elaborate brochures could have been more effectively spent in trade 
paper advertising. 


At this point you may decide to throw this letter right into the wastebasket. But 
if you do throw it into the office rubbish container look down and see if there aren’t 
some pretty expensive and unread brochures in there ahead of it. 


Mind you I don’t object to fine literature with celluloid spiral binding. I admire a 
well-written bit of exposition as much as anybody. I occasonally am sufficiently intrigued 
to stop and go all the way through a mailing piece. Nor could there be any question 
that certain essential statistical informatiohn needs to be assembled in booklet form 
for the reference convenience of the trade. But I’m a busy guy and most of the people 
in the advertising world are busy, too. When I wait two weeks to look through a pile 
of mailing pieces it reminds me that I have on innumerable previous occasions also 
let the pieces pile up and then, disgusted, have pitched the whole batch away with the 
seals unbroken. I suspect many others do the same. 


I have what is probably a thoroughly nasty suspicion that many of the boys and 
girls who design these masterpieces of wastebasket-literature-in-original-wrappers are 
primarily amazing and delighting each other at $2 a copy. Fellow-professionals will 
get all pepped up no doubt and think the brochures are wonderfully clever, which un- 
questionably many of them are. 


But they're still in the wastebaskets unopened. 


What radio trade paper advertising has always needed and never has had is a chap 
like Si Seadler of Metro-Goldwyn-Mayer, one of the aides of Howard Deitz. Seadler 
for these many years has been writing trade paper copy that was marked by sparkle, 
wit, and yet packed a sledgehammer selling message almost any time. Seadler not only 
puts over individual film releases as they come along but there is always an over-all, 
tied-together, company policy slant in his copy. Compared to him most of the brochure- 
writers are just children. 
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I seriously suggest that some of the radio sales promotionists might profitably elim- 
inate a measure of their literary poseur stuff, their God-this-man-can-write enthusiasms 
and get out BETTER, if not more trade paper copy. They'll prove their professional 
competence even more conclusively in smart trade paper copy surrounded by the news 
of the day, or the week, or the fortnight, as the case may be. 

In fact I have another nasty suspicion. I don’t think some of the wonderfuliy 
clever ones can write good trade paper copy. And they know it. 


don’t favor trade paper advertising. 


And hence they 


The writer of this masterpiece then devotes the rest of his letter to an 
analysis of two clever advertisements in recent issues of Variety. Following 
this analysis, the letter is concluded with this underscored line, “Literature 
belongs in the book stores.” 


Did Mr. Landry or the Editors of Variety happen to think (1) that 
they were insulting the fine promotion managers in the radio field who use 
both trade paper advertising and Direct Mail advertising? (2) That 
Variety itself was using Direct Mail advertising (two pages of it) to attack 
Direct Mail and bolster advertising in trade papers? 


What in hell goes wrong with the thinking of some of these folks in the 
advertising business? Why not sell trade paper space on its own merits? 
Why should Variety use Direct Mail to attack Direct Mail and sell its trade 
paper space? That kind of thinking hurts all advertising But here’s a hint 
for Variety: Knocking a competitor (or competition) never does the knocker 
any good. Your reporter wouldn't have known about this case unless he 


had received clippings and specimens from the fellows in the radio field. 


WORST AD OF THE MONTH 


Maybe it isn’t the worst—we can’t say we read all the ads that appear. 
Maybe we shouldn’t comment on it, but it appeared in a trade paper going 
to Direct Mail producers. We reprint it here as a good example of how not to 
break a leg trying to get attention. 


FREE BEER! 
Don’t rush—it’s all a hoax. 
' We're sorry if we startled you but we had to get your attention. 
Maybe you're one of those printers who could use some extra profits for a change. 
Then you ought to know about Cercla—the new low-cost mechanical binding. 


Because of its price—Cercla can put you a neat litthe 40% ahead of the average 
bindings—on every book job. Because of its composition (metal) it costs less to use 
and lasts longer in use. And because of its looks, it sells faster and keeps customers 
coming back for more. What more could you ask? 


Aside from this—it’s the only mechanical binding that permits extra-backbone 
printing . . . unbroken center-spreads, slot-punch loose-leafing, precision alignment of 
pages. And it comes in any color or sizes you name. 


By now, you're probably pretty dry from reading all this—so if you call WO 2-3390 
and put in an order for Cercla, we'll see about that beer. 


Did you think it was really free? 


CERCLA MECHANICAL BINDING 
Division of OBERLY & NEWELL 
040 Pearl St., N. Y. C. 
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TYPESETTING SERVICE 


... for Advertisers’ and Publish- 
ers’ most exacting demands — 
Hand-type, Monotype, Linotype. 
...1ons of type of every descrip- 
tion for Electrotyping, Engraving. 
Reproduction proofs for Offset 
or Gravure Processes. Acomplete 
reprint division for quick service. 


KING 
TYPESETTING 
SERVICE 


In the McGraw-Hill Building 
330 WEST 42d ST., NEW YORK 


ALSO FOREIGN-LANGUAGE TYPESETTING 

















SOLD BY LEADING DEALERS EVERYWHERE 
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q For details, attach this advertis 
E to your letterhead and mail | * 
M1LO HARDING: CO 


439 W. Pico Bivd., Los Angeles, Calif. 
515 Commonwealth Annex, Pittsburgh, Pa. 
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Names come to Life when you rent 
lists of individuals with known 
mail-buying habits. — 


We know the names list owners 
circularlize to get their customers. 
And we know why some lists pull 
better than other lists that appear 
to be much the same. 


Give us a word-picture of your 
“average” prospect. We'll let you 
know the lists where you'll find 
this man — and hundreds of 
others like him. 


D-R SPECIAL LIST BUREAU 


(Division of Dickie-Raymond, Inc.) 


. Bread Street Boston] 














Direct-Mail Address 
Costs Cut In Half! 


Now you can afford (if you 
are a large mailer) to use an ad- 
dressing machine instead of a 
typewriter on any mailing list 
addressed more than once. This 
is revolutionary, because hereto- 
fore names have had to be ad- 
dressed at least four times before 
it was worthwhile to make ad- 
dress plates for them. 

Send for circular, “Elliott 
Starts Addressing Revolution!” 
Learn how a 3-time addressing 
on a list of 100,000 names will 
pay for both the Address Cards 
and the Addressing Machine. 
And with this new Elliott system 
you will have no filing cabinets 
or trays to buy. 





Addressing Machine Company 
127 Albany St. Cambridge, Mass. 
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CONCERNING CRITICISM 


Your reporter received an extra added kick from an article in the August 
1940 issue of The Silver Lining, the excellent house magazine of the Port 
Huron Sulphite & Paper Company, Port Huron, Michigan. The article, prob- 
ably written by Editor Wilferd A. Peterson, comments upon the difference 
between mental and physical blows. One paragraph is worth filing away for 
future dosage. 


“To be a mental-heavyweight champ one must swap mental punches 
without malice. He must take criticism on the chin with a grin. He must 
meet the challenge of each day as a champion greets the sound of the starting 
bell. The mental blows of disappointment, lack of appreciation, misunder- 
standing, fear, worry, bad breaks and failure will be shot at him. If he has 
championship stuff in his make-up this barrage of blows may knock him down, 
but they won’t keep him there. He’ll have ‘what it takes’ to get up before the 
count of ten, and continue the fight.” 


Your reporter lays no claims to mental championship, but he can testify 
t . . . 
that any editor who sticks his neck out beyond the ordinary run-of-mine placid 
editing, is subject to a daily avalanche of mental bumps on the chin. 


Ever since the start of the “War In The Mails” campaign, the bumps have 
been getting more violent. There is only one criticism (voiced by a half 
dozen or so people) that has left us slightly dazed. That criticism is leveled 
at our “Letter To Three Sons.” It seems that we were profane in the third of 
the four suggestions made to the boys . . . as follows: 


“I don’t want to be sappy in this session. I don’t want to do any flag-waving 
vaudeville stunt for you. We'll dispense with the reading or singing of ‘The Star 
Spangled Banner’ . . . but Good God Almighty, boys—do your share in all your con- 
tacts from this minute on to change the Indifference of Youth into a deep and sane 
love of this free country you inherit.” 


Profane? No paragraph ever written was meant to be less profane. Those 
who want to translate a prayer into profanity, are simply quibbling over the 
elimination of a few obvious words for the purposes of emphasis. For the 
sake of the purists, let it be reported that in the dramatic transcription for 
broadcasting, that phrase in the Letter To Three Sons has been changed to 
“good gosh Boys.” But your reporter, in his simple way, much prefers the 
original version. 


A. BREw SOBA LETTER 


HERE’s A SITUATION! 


Do you have any information or rules on “The Care of a New Born Letter?” Here 
is the problem. Every advertising or form letter we send out must be okayed by six 
different individuals—the Legal Department, the Research Department, the Advertising 
Department and three company officials. A letter is written and started on the rounds 
—perhaps, but not often—it passes all but the last reader. This means that it must 
make the complete rounds again in a revised state—not infrequently a new idea develops 
on the second reading—and once again the letter goes the rounds. 


. 


The worst feature of this “system” is the time that is taken up. Another thing 


is the necessity of keeping the letter moving and not allowing it to become buried under 
more urgent matters on one of the six desks. 


Sometimes too, it is dificult to keep the letter smooth after three or four people 
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have written in additional paragraphs or changed the original wording after their own 
style. 


On the other side there is the value of composite thought. How do other people 
handle this matter? 


L. A. Grinton, Manager 
Anabolic Foods, Inc. 
Los Angeles, California 


Reporter’s note: All advertising men will groan with Mr. Grinton. Of 
course, Nick Samstag of Time will speak glowingly of the “conference sys- 
tem” of letter writing—but to most idea creators—the conference system is 
a headache. Your reporter will welcome (and print) any ideas on this 
subject. Some smart crusader should write a booklet (explaining principles 


of good letters) which advertising men like Mr. Grinton can hand to the 
“conference.” 


CAPITALIZING ON CONVENTIONS 


When the Mail Advertising Service Association met in Chicago, member 
D. Stuart Webb found a way to have his cake and eat it too. On a yellow 
sheet on which was printed, in red, “CARBON COPY—Convention Head- 
quarters, Mail Advertising Service Association, Stevens Hotel, Chicago, IIl.,” 
went this “carbon copy” to his customers. Note personalization: 


Mrs. L. E. Davis, Gen. Mer. 

D. Stuart Webb Advertising Services 
306 N. Gay Street 

Baltimore, Md. 


Dear Mrs. Davis: 


Well, here I am in the windy city—doing what I can to uphold its reputation 
at the 20th annual convention of the Mail Advertising Service Association. 


Realize you have a pretty big job on your hands—too bad I have to be away at 
such a busy time. Don’t know why they gave me a part in the program again—guess 
I must have made a bum job of it last year! 


While 'm up here keeping up with the latest in Mail Advertising, and absorbing 
all the ideas I can,—hope they are not swamping you too heavily at 306 N. Gay Street 


and 17 S. Hanover. You know you always tell me business takes a big jump when 
I get out of town. 


Likely as not we'll be hearing from all of our very best folks,—Productive time for 
Hooven letters, Monocast letters, Printing, Photo-offset printing and other mail work. 


No matter how busy you get, be sure and take good care of Miss Bell of Direct Mail 
Adv. Assoc. Inc. 


rll be here until Thursday and then watch out!—because I'll be all steamed up 
with new ideas and rarin’ to go. Give all the boys and girls in the plants my best— 
tell them to turn out the best work they possibly can, and maybe you'll get rid of me 
oftener! 


Very truly, 
(Signed in ink) D. STUART WEBB. 
DSW :dk 
cc: Miss Jane Bell, Executive Sec. 
Direct Mail Adv. Assoc. Inc. 


rsa 


I told some of the delegates about our Direct Mail Clinic—all wanted to know 
more about it. Wouldn’t be surprised if some of them didn’t cop the idea. 
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You've Probably Said 
Mr. Advertising Manager 


“I'd like to use a Two-Compart- 
ment Envelope — but they are too 
expensive.” 

We corrected that complaint by 
a drastic REDUCTION IN PRICES 
on our Two-Compartment Duo-Serve 
Envelope. 
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Mr. Arthur Brown 
140 Broad Street 
Yonkers, NY. 

















PRICES REDUCED ... QUALITY 
MAINTAINED ... Attractive ... 
Strong .. . “Easy -to- Imprint” 

Your printer or paper merchant 
can make prompt delivery in 


standard sizes. Write us — for 
samples in special papers — sizes 
or designs. 


Duo-Serve Envelope Co. 


618-A CAPITOL AVENUE 
Hartford, Connecticut 


“An Old Colonp Envelope Co. 
Product”’ 
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Tie Your Mail on the Bunn 
Package Tying Machine 


@ Ties 20 to 30 Packages per minute. 


@ Ties all sizes tightly—no adjust- 
ments. 


@ Equals four hand tie-ers. 
@ Meets Postal Regulations. 


@ Makes a single wrap long way. 
double wrap the short way. cross. 
ing twine underneath package 


Write 
For Our 
Free Trial 
Offer 





B. H. BUNN CO. 


7607 VINCENNES AVENUE 
CHICAGO. ILL. 
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Professional 
Mailing 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc.? We have 
complete mailing lists covering these 
groups and allied Professions. Our lists 
are on stencils—the service of addressing 
your envelopes can be bought for as little 
as $2.00 per thousand. 


@ 100% Accuracy Guarantee 
@ 72-Hour Service 
@ Clean Address Imprints 


Fisher-Stevens Service, Inc. 
183 Varick St. New York, N. Y. 








House Organs 


If you sell a repeat 
product or service, 
write for information 


William Feather 


540 Caxton Bldg. Cleveland, O. 

















LETTER 
GADGETS 


You will be astounded by the far greater 
pull from your letters when you use a 
good gadget. Many of the best experts 
are using them, and Letter Houses who 
are recommending them are increasing 
their business beyond their wildest 
hopes. Good gadgets can be secured for 
less than lc each and pay for themselves 
many times over by keeping those let- 
ters out of the wastebasket. Write for 
circular illustrating 115 different gadgets. 


A. MITCHELL 


326 No. Michigan Ave., Chicago, Mh 











SSM T eam | ®oom, Bath & Meals 
the shore’s 10 *12 +14 
BEST SEASON sa 


- PERSON 
at low-week-end settpiesess 





J WRITE FOR 
RESERVATIONS 








CLASSIFIED ADS 





Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 





ADVERTISING AGENCIES 





Your agents, mail order advertisement in- 
serted all newspapers, magazines at pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Avenue, New York. 





EQUIPMENT 





SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of other 
bargains. Pruitt, 69 Pruitt Bldg., Chicago. 





PRICED % ORIGINAL VALUE! Multi- 
graph addressing equipment: compotype, 
hand addresser, 75,000 address plates, 24 
thirty-drawer plate cabinets, personalising 
multigraph. Also 10 eight-drawer 4 x 6 
card files. SELMER, Dept. 222R, Elkhart, 


Indiana. 





MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-in, Repaired and Rebuilt. 
Write us your requirements. Chicago Ink 


Ribbon Co., 19 S. Wells St., Chicago, Ill. 





HOUSE MAGAZINES 


500 TWO COLOR House Organs $10.00; 
1M, $15.00. Brings new customers, devel- 
ops present accounts. Free cut and copy 
service. Your ad on front cover. Proven 
results. Get samples. CRIER PUBL., 
1840 E. 87th St., Cleveland, Ohio. 








LETTERHEADS 





MY ANALYSIS puts individuality in your 
letterhead. Mail yours with two dollars to 
Fred Scheff, Author “Letterhead Design and 
Manufacture,” 68 Nassau Street, New York. 





MAILING LISTS 


Ques 


UNUSUAL “Hard To Find” LISTS— 
WOMEN, Married or Single; Wealthy, 
Society, Mothers, Widows, Professional or 
Business Women. MEN, Railroad officials, 
Oil Executives, Manufacturers, any Busi- 
ness or Profession; ORGANIZATIONS— 
Church Societies, Women’s Clubs, Garden 
Clubs, Fraternities; SUBURBANITES, 
owners of fine homes; INSTITUTIONS, 
Churches, Schools; also DENOMINA- 
TIONAL LISTS — Catholic, Protestant, 
Jewish Names. Nation wide or State wide 
Lists. Prompt Service. Moderately Priced. 
98% Accuracy Guarantee. ASSOCIATED 
PUBLICITY, 917 Pine Grove Ave., Port 
Huron, Mich. 








WAR OR PEACE. Club Members of New 
York is always the key to a prosperous 
market. 30,000 names! No duplicates! 
5,000 outside Metropolitan area. Home 
addresses principally. Sent postpaid on 
approval to responsible companies. J. F. 
KANE, Publication Sec., 509 Fifth Ave., 
New York. 





MAILING LISTS 





TRADE MAILING LISTS compiled to 
your order from latest sources. All classi- 
fications. Lowest prices. Quotations tree. 
100% satisfaction guaranteed. Vincent’s, 
193 Jefferson, Hartford, Conn. 





MAILING LISTS and PROSPECT LISTS. 
Write for catalog of 6500 classifications. 
TRADE CIRCULAR ADVERTISING 
COMPANY, 25 S. Market Street, Chicago, 
(ll. FRA 1182. 





MULTIGRAPHING SUPPLIES 





RIBBONS, INKS & SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 


facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, II. 





PERSONALIZED CHRISTMAS CARDS 





YOUR CHRISTMAS CARD can be a 
handsome gift if it is original, personalized 
and in excellent taste. We guarantee su- 
pervision by Rudge designers. Best prices 
on orders of 1000 copies and up. Rudge’s 
Sons, 225 Varick Street, New York. 





SALES HELPS 





A CLASSIFIED ad can be made the cor- 
ner-stone of your business. Let me put the 
real “come hither” into yours. Send one 
dollar and the data and see what happens. 
Jed Scarboro, Maplewood, N. J. 





SALES LETTERS 





A single mistake in a good sales letter can 
destroy its effectiveness just as a little bag 
of pepper can ruin a carload of bananas. 
It pays to have an expert write your sales 
letters. Lester Meyers, 112 East 17th St., 
New York. GRamercy 3-1833. 








YOUR OWN MAGAZINE 
KEEP CONTACT with your prospects 
and customers — INCREASE SALES 
direct, os aid your sales force —BUILD 
GOOD ILL — with an INEXPEN- 
SIVE, Bt al firm magazine. Samples 
to letterhead requests. 

Irving Myers Adv. Agency 
Direct Mail Specialists « TROY, N. Y. 














SELL MORE BY MAIL 
DIRECT TO CONSUMER! 


Concentrate on the “CREAM” of over 
85,000,000 Mail Buyers and Inquirers who 
are customers or prospects of other com- 
panies. Tell us all about YOUR problems! 
Write Dept. R-10 e 
Mosely Selective List Service 


230 CONGRESS STREET BOSTON 
OSELY has the LISTS 


in 














THE JOHN B.WIGGINS CO. 


ENGRAVED CARDS OF DISTINCTION 


1160 FULLERTON AVENUE,CHICAGO 
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, PATRIOTIC ENVELOPES 


FOR BUSINESS CORRESPONDENCE 


ORDER YOUR 





CT wtiebd, Aes 
123 Any Street 
Everytown, U. = A, 











FOR CHARITABLE USE 
This is one of the 12 designs. 
Envelopes are lithographed in full color. 









Uncle Su 
Washington, 
boa 





FOR PERSONAL USE 


These envelopes are made in one standard size (612x354). 
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So can Company 


oe. Chicago, 
A TWO SCEAN NAVY ~ ( Y 
¥ io 


TO PROTECT IT 








FOR BUSINESS USE 
Orders will be shipped promptly. Large stock available. 


WRITE FOR QUANTITY RATES 


Use These Envelopes for Business Correspondence. 
SPECIAL LOW PRICES FOR QUANTITIES 





SUPPLY NOW! 


IT’S AN AMERICAN IDEA 


PATRIOTIC ENVELOPES WERE 
USED DURING THE CIVIL WAR 


It's an American idea! It’s a great idea! Envelopes 
that indicate your staunch support of the great red, 
white, and blue American way. Patriotic envelopes 
were used during the Civil War. Today they’re more 
appropriate than ever. Use them for your business 
correspondence. There are 12 beautiful four-color 
designs. The envelopes are standard size. Drop the 
coupon in the mail today for a set of samples. 10 of 
each design .. . 120 envelopes... . $1.00. 


PATRIOTIC ENVELOPES 


Gimbels Stamp Department has created a new series of Patriotic 
Envelopes, designed to tie-in with the sentiments of 1940. It is 
believed that the people of present day America are as intensely 
patriotic as were the citizens of the United States, nearly 80 years 
ago, when the Nation was engaged in civil strife. We think that 
modern Americans will want to display their patriotism in the 
same manner as their ancestors did so long ago. 


No expense has been spared to make them the most beautiful 
postal stationery ever prepared. Their designs are the creation 
of an artist intensely interested in his subject. The finished en- 
velopes are lithographed in 4 colors. They are especially recom- 
mended for private and business correspondence. 


SAMPLE ORDER COUPON 


GIMBELS 
33rd St. & Broadway, New York, N. Y. 


Please SONd Me ..cccecssssesssseeeneeee sample packages 
of Patriotic Envelopes, 10 of each design, 120 
envelopes in one package (@ $1.00. 


NAME 





ADDRESS 





CITY STATE 





Write for Quantity Prices 
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- ROLLERS AND BLANKETS | 
FOR YOUR MULTILITH 








RODUCTION costs decrease, quality rises 

on sharply when you equip your Multilith and 

Multigraph with Mercury-Lith and Mercury- 

Graph Rollers and Blankets. These splendid 

R O L LERS Rollers are made to conform with the strictest 
scientific standards of accuracy. They will pro- 


FOR YOUR MU LTI GRAPH vide better ink distribution, and will help you 


to keep every sheet clean, sharp, clear. 

email Mercury-Lith blankets have super smooth, vel- 
Ps | , vet surface, which is extremely durable. These 
blankets have great tensile strength and special 


reinforced ends. They are cut to fit your press. 


RAPID ROLLER COMPANY 


D.M. RAPPORT, Pres. Federal at 26th Street. Geller ere) 











